THREE ISSUES THIS MONTH—ALWAYS FIRST WITH PROFIT IDEAS, NEWS / AUGUST 29, 1960 


and Building Products Merchandiser 


What's New in 


CASH & 
CARRY 


@ DEALER NETS 8% C&C PROFIT — pase 16 
@ CHANGES, EXPANSION FOR BIG WICKES C&C — pase 30 
@ “WHOLESALE TO EVERYONE” —CASH & CARRY — pase 24 


Microfilms 


» St 


Universi >. 
313 N ist 
ann Arbor Mich 


= 





—symbol of progress 


The distinctive, modern design of this new nickel 
silver Dexter key is symbolic of the continuous 
progress at Dexter. 


Your key to: 


e Security—22,000 key changes 


e Guaranteed quality—backed by nearly a half 
century of lock making experience 


@ Modern lock designs—wide range of styles 


© Smooth, trouble-free operation—Dexter 
quality materials and workmanship 


e Faster, easier installations 


This new key will be opening the doors of quality 
homes throughout the world. 


The Dexter “D" Key ... Your Quality Guarantee 


ATER 


DEXTER LOCH DIVISION 4 : in Canada: Dexter Lock Canada, Ltd., Galt, Ontario. Im Mexico: Dexter Locks, Plato Elegante, S.A. 


Dexter Industries, Inc. — Grand Rapids, Mich de C.V. Monterrey. Dexter Locks are also manufactured in Sydney, Australia and Milan, Italy. 
’ . ” ° 
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WELDWOOD ACOUSTICAL DOOR. For the first time, an effective low- 
cost, sound-retarding door with beautiful hardwood faces is prac- 
tical for applications that could not justify the higher cost of 
earlier types. Like any Weldwood door, it can be ordered pre- 
finished and machined for size and hardware. 


at a price to help you se/l/ 





WELDWOOD DURAPLY® EXTERIOR PAINT GRADE DOOR. Now, with- 
out priming, 2 coats of quality paint, properly applied, will last 
on a door up to 5 full years without blistering, peeling, checking. 
Resin-fiber overlay resists abrasion. The heartwood cedar used for 
the edges is one of the most durable woods for exterior use. 


For every opening there's a Weldwood Door 


WELDWOOD STAY-STRATE® DOOR. Faces of beautiful hardwoods 
give a handsome exterior and match interior wood paneling. The 

reproof, inert Weldrok® mineral core assures life-of-the-build- 
ing performance. Ends costly door adjustments, 
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The complete line of Weldwood® doors in a wide price 
range makes you “door headquarters” for all your 
builder customers’ door needs. From the least expensive 
hollow core interior doors to paint grade, acoustical, fire, 
Paniflex™ bifold—these are but some of the doors avail- 
able. Every Weldwood door is specifically designed and 
constructed for superior performance in its own applica- 
tions. And you get the convenience of ordering from 
one responsible source. 


The We/ldwood Door Guarantee 


United States Plywood unconditionally guarantees the Weldwood 
Stay-Strate, Acoustical, and Duraply Exterior Paint Grade Doors 
against warping, twisting, or manufacturing defects for the life of 
the installation, when accorded treatment which is considered 
good practice as far as storage, installation, and maintenance are 
concerned, If any of these doors should fail to meet these 
standards, United States Plywood will replace it without charge, 
including labor costs of hanging and refinishing involved. 


WELDWOOD DOORS 


frm nnn MAIL THE COUPON FOR FREE WELDWOOD DOOR BOOKLET -——-——-——=—4 


United States Plywood ALBPM 8-29-60 


55 West 44th Street, New York 36, N. Y. 
Please send me a free copy of the new 12-page booklet, 
“Weldwood Doors”—#2010. 


NAME 
FIRM 


ADDRESS 


city 


Go tev eee ene ene anininene 
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Something to Think About 


* Most building materials dealers re- 
member the days when land values went 
down instead of up. In fact, there’s a 
well-known real estate “cycle” which 
shows that before 1933 urban land 
values fell drastically every 18 years as 
the general economy suffered a depres- 
sion. 

Fear of an impending downslide in 
land values has probably kept many 
lumber dealers from investing in land 
for residential building. Based on pre- 
1933 performance, we're long due for a 
slide. There hasn’t been a major drop in 
land values during the past 27 years. 

Can we avoid what many people re- 
gard as inevitable? 

Last month, a prominent land econo- 
mist and market analyst, Homer Hoyt, 
stated that we can and will avoid sharp 
drops (and high peaks) in urban land 
value in the future.* 

Hoyt says that the nation’s growing 
economy (which both political parties 
are promulgating) and a long list of 
built-in legislative safeguards will cur- 
tail severe declines in land values. 

He points to guaranty of bank deposits, 
amortized mortgages, social security and 
unemployment insurance, dividend pay- 
ments and guaranteed rents, strong union 
wage policies, consumer credit and a 
continually widened distribution of na- 
tional wealth as all contributing to more 
stable land values. 

“There’s also no possibility of reducing 
our national debt in the face of cold war 
tensions,” Hoyt says. This is another 
factor which offsets any great land 
value deflation. 

The greatest risks in real estate will be 
attached to hit-or-miss buying of small 
parcels of vacant land, Hoyt says, while 
major profits will go to large-scale de- 
velopers on the outskirts of metropolitan 
areas. 

Perhaps this picture of forever rising 
land values may be a bit rosy. But it is 
drawn by an eminent authority whose 
opinion cannot be tossed off lightly. 

If you've been pondering whether to 
go into subdivision land control—as 
many dealers have done successfully as 
part of Dealer Sales Control—the opinion 
of Economist Hoyt would be well worth 
considering. 

*“The Urban Real Estate Cycle—Perform- 
ance and Prospects’, Bulletin 38, $2 co y 


Urban Land Institute, 1200 - 18th St., N. 
Washington 6, D.C. 
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WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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NEW 
DEVELOPMENTS 


LOTS OF RUMORS ON ALL BUSINESS, some sincere, some politics. Total busi- 
ness is now at an all-time high. Retail sales in the first six months 
were up 34%, consumer expenditures jumped 54%, personal income in- 
creased 5.4%. 

This is no consolation to the lagging construction industry, but it 
does indicate the overall economy is basically strong and growing. 
With credit easing, liberal government housing measures pending, the 
future seems much more encouraging. 

Trimming costs to the bone has been noted generally in the last few 
months. it's probably about time to re-consider the cuts in local 
advertising, other promotional expense. 





DEMOCRATIC PLATFORM went all out pledging 2 million homes a year, cabi- 
net status for housing, special mortgage assistance with low interest 
rates and 30-year loans, some direct. Republicans were more conserva- 
tive--pledged no start goal or anything new on mortgages, tight money. 
Big city voting power is sharply indicated by the Democratic platform. 
It proposes a 10-year action program to eliminate slums and blight; 
federal aid for city planning and transportation. Housing is defi- 
nitely being courted and becoming once again political bait. 








WASHINGTON BRIEFS affecting your business. With the GI program extended, 
director Phil Bronstein anticipates a lively VA market by late fall. 
June GI appraisal requests were the highest since October, 1959. FHA 
is taking a new look at its credit analysis on loans... .big change, 
more consideration of the buyers potential earning power. FHA, again, 
has a simple field device by which even an amateur can detect clay 
soils dangerous for home construction. 











NATIONAL HOMES' SWITCH TO BIGGER HOUSES for the last six months was largely 
dictated by the order file. The minimum price line (900 sq. ft., 
$8,500) now accounts for only 10% of sales, compared to 40% last year. 
Best seller is the 1,670 sq. ft., $13,500 line. National dealers are 
being told to sell bigger houses, aim above the economy market. 

Economy vs mid-range houses for 1961 seems to be shaping up with a big 
question mark. For next year National Homes will have a 912 sq. ft. 
so-called candidate for the low-end, but the price tag will be $10,000. 
A serious attack on the minimum house market, according to experts, 
should price at $3,000 less than this figure. 








NATIONAL HOME WEEK this year deserves the support of every retailer. The 
dates are September 24 through October 2 with the theme, "Tomorrow's 
Homes Today." Reducing the local inventory of unsold homes is espe- 
cially critical this fall. A large carry-over will delay planning for 
next year, depress housing generally. 





WOOD PROMOTION GROWS STRONGER, but there has been criticism of the NLMA 
program. There's agreement that money must be spent ... big question 
is how? One of the larger affiliated associations has decided that in 
1961 they will be guided by the Weyerhaeuser-Sanford University re- 
searchreport (1954) which dissected woods "lost markets." 

Making this report work for wood means pointing out to the consumer the 
Senetita of basements, wide overhangs, wood floors, decorative mill- 
work any many other features of quality construction. With the second 
home buyer market growing, the association feels their story will 

reach a receptive audience, 
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PERSONAL VIEWPOINT 





Wasted Advertising Dollars 


The biggest, smartest and most creative manufacturers of building 
materials are the first to admit growing concern when it comes to prepar- 
ation of advertising materials for retailers. 

There is a growing suspicion that what worked well for the normal 

50’s may be inadequate for the booming, uncertain 60’s. It is surely 
true that change is everywhere evident in the retailing of lumber and 
building materials. 
_ Take for example, something very basic—markets served by retailers 
in this field. We believe components are increasing home building volume 
nationally for dealers. It looks like retailers are selling more remodeling. 
Many new and remodeled stores for the consumer trade are being re- 
ported. More farmers are being served on a package building basis. 


Yet these are merely straws in the wind. We can’t document trends in 
any market with substantial figures. And for that matter nobody else can. 

Part of the price you pay on any product is a fixed percentage allo- 
cated for advertising and other tools to help you sell. Next month or so 
manufacturers will begin roughing in ads, literature and display ideas for 
the 1961 period. 


There’s not much to guide producers. Records are studied on literature 
and sales tool orders during 1960. There’s a sampling of opinions from 
field sales representatives. A few leading retailers and jobbers may be 
queried. Brain-storming sessions take place at high levels. Finally, ideas 
are frozen and anything from $500,000 to $1,500,000 is allocated. Here’s 
where wasted advertising dollars often begin. 

It seems only reasonable that lines of better communications must be 
established between manufacturers and dealer customers. There’s little 
justification for retailer complaints when nothing really is being done to 
— group opinion. Here are a few suggestions how this might be 

one. 


Meeting of advertising managers. Most ad managers will be at the 
NRLDA Exposition, November 13-16, at San Francisco. It would seem 
reasonable to hold an informal meeting. First, to get acquainted; next, 
to discuss steps which might be taken to gather timely facts on market- 
ing trends. Joint discussion could be arranged with NRLDA officials. 

What seems indicated is a twice-a-year national survey of dealer mer- 
chandising thinking and future plans. Out of this can come bench marks 
to show shifting, changing reguirements of dealer customers. Both re- 
tailer and ad manager committees would be formed to draft survey ques- 
tions and evaluate the findings. 

In our opinion, the advertising manager is becoming a key man in 
today’s merchandising picture. He no longer merely prepares literature, 
low-priced display tools and a few casual ads. Increasingly, he is in- 
volved in creating complete package programs for both dealers and 
builders. They are expensive. They must be on the right track. 

Ad managers are entitled to basic direction, basic marketing facts for 
intelligent planning. Each in turn will come up with different approaches 
to serve customers more efficiently. 








Greatest Advance in Paint History! 
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Here is the perfect product development of the paint industry. Truly, this is the 
paint of the future, available now! You'll never lose customer confidence with 
Dulshene-Swade. Be one of the first to feature this “Cadillac of House Paints” 


STALEY PAINT MFG. CO. 


Nationally famous quality Paints * Varnishes * Enamels * Industrial Finishes 
5243 MANCHESTER AVE. ¢ ST. LOUIS 10, MO. e¢ STeriing 1-0700 
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Cut Plywood Production As 


Prices Reach Record Low 


Mills close rather than meet $60 market; production 7°%/, 
ahead of new orders for first half of 1960. 


TACOMA, WASH.—Prices for 
¥4” sanded fir plywood panels dipped 
to $60 a thousand square feet, lowest 
level since World War II. One whole- 
saler, who refused to let his name 
be mentioned, said he was buying ply- 
wood at $60 plus a 5% discount. 

Early in 1959 fir plywood prices rose 
to $85, a three-year high, then sagged 
to $76 during the summer. A down- 
ward movement has continued for 
most of the year since then because 
of the home building slump. 

Production of fir plywood in the first 
six months of 1960 totaled 4.1 billion 
square feet, according to the Douglas 
Fir Plywood Association. This was up 
6% from the 3.9 billion square feet 
for the like 1959 period. 

New orders reached 3.8 billion 
square feet compared with 3.7 billion 
in 1959, a rise of 1.5%. Shipments 
totaled 3.9 billion square feet as against 
3.8 billion last year, an increase of 
4.3%. 

Basic reason for the price slide, ac- 
cording to DFPA president C. Henry 
Bacon, is that new productive capaci- 
ty has been increasing at a faster rate 
than sales. The price slipped as supply 
outraced demand. Plywood price 
problems have been a recurring grow- 
ing pain in one of the major growth 
industries since the war. 

Output zooms. Production pushed 
7% ahead of new orders in the first 
half of 1960. Last year total produc- 
tion amounted to 7.7 billion square 
feet, four times the output 10 years 
ago, Bacon said. He predicts this 
year’s production at 8.5 billion square 
feet. 

DFPA has spurred on fir plywood 
demand by aggressive merchandising. 
This year it will spend $5.5 million 
promoting demand which has general- 
ly been rising with production. 

Plywood’s use for industrial plant 
construction, public buildings, roads, 
bridges and stores has soared in re- 
cent years. A primary use is in home 
building too. 

Many manufacturers considered the 
prevailing price, before the recent set- 
back, of $64 per thousand square 


8 


feet too low. Some cutback to hold 
supply in balance with demand. Mac- 
Millan, Bloedel and Powell River Ltd. 
curtailed production in two British 
Columbia plants. 

Now Evans Products Co. an- 
nounces closing of four Oregon plants 
rather than meet the $60 price. 

Fear price weakness. Some large 
producers are inclined to believe the 
present price weakness will continue 
throughout 1960. Others feel cutbacks 
will dry up some of the oversupply 
and bring an improvement in prices 
before year-end. They are hoping for 
a pickup in home building. 

It was explained that production 
continues in the face of this slumping 
market because the larger plywood 
manufacturers have integrated opera- 
tions from the timberlands to market- 
ing outlets. They normally can make a 
profit on the conversion of timber 
into finished products. 


Caught in squeeze. However, those 
producers who have to buy logs on 
the open market at fairly high, stable 
prices get caught in a squeeze between 
high raw materials’ cost and low 
prices for finished supplies. Interna- 
tional Paper Co. and Weyerhaeuser 
Co. produce plywood, but it is almost 
a sideline with them. 

Improvements in operating effici- 
ency, most noticeable in newer large 
mills, are helping some manufacturers 
reduce production costs and be in a 
position to accept lower prices for their 
products. Greater utilization of the 
wood from each log and use of lower- 
grade species also are contributing to 
lower operating costs. 

Diversification of production into 
related products helps soften the blow 
for some large manufacturers. Fir 
plywood accounts for about 40% of 
the business for both U. S. Plywood 
Corp. and Georgia-Pacific Corp. They 
spread the rest over hardwood ply- 
wood, plywood specialties, particle 
board, lumber, paper and other prod- 
ucts. 

The effect of diversification was 
shown by the recent semi-annual re- 


port of Georgia-Pacific. Despite lower 
prices in plywood, G-P posted record 
sales and earnings for the period. 

Still another advantage accrues these 
two companies that buy a large part 
of their plywood requirements from 
other producers, it was noted. They 
pay present market prices for plywood 
and are not hurt when the price goes 
down. 


U.S. Plywood Slashes 
Plywood Output 20% 

New YorkK—Production of fir 
plywood has been cut 20% by USS. 
Plywood Corp. President Gene C. 
Brewer indicated this was an effort to 
“stabilize a chaotic market” which on- 
ly responsible leadership in the in- 
dustry can correct. 

A major distributor, U.S. Plywood 
put its west coast fir plywood opera- 
tions on a four-day week. Mill prices 
have skidded to a postwar low of 
$60 per thousand square feet for 4” 
sanded stock. 

“Fir plywood constitutes about 40% 
of our total sales,” Brewer commented. 
“We make only about a third of the 
fir we sell. I emphasize this point to 
make clear we are reducing produc- 
tion in our own plants for the sole 
purpose of achieving stability in the 
market.” 

This action makes it necessary for 
the firm to purchase an even larger 
percentage of its fir plywood require- 
ments. 


W. E. Carter Buys 2 Yards, 
Will Convert to Cash-Carry 


AKRON, Onlo—The Carter-Jones 
Lumber Co. here has purchased the 
two yards of P. L. Frank Lumber in 
Kent and Ravenna, Ohio and will 
merge them into the Cashway Lum- 
ber Co., a Carter-Jones subsidiary. 

W. E. Carter, president, reported 
the acquisition to A.L. as this issue 
went to press, adding to the indus- 
try’s most complete cash-and-carry 
report starting on page 16. 

Carter said that competition from 
cash-and-carry and prefabrication has 
been beneficial to lumber dealers. 
“It’s made many dealers cut down 
their costs. As a result, dealers are 
once again making money,” he said. 

Van D. Carter is general manager 
of the Cashway Lumber Co. yards. 
One of their best cash units is near 
Mansfield, Ohio, Carter said. 
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Northwest Wholesaler Promotes 
Building Materials Advertising 


Distributor says the building materials dealer's main threat 
comes from other outlets doing a better job of selling. 


SPOKANE, WASH. 

Encouraging retail building materi- 
als dealers to do more advertising, 
wholesaler Exchange Lumber offers 
ammunition in a Dealer Sales Pro- 
motion Aids Package. 

A compilation by the wholesaler 
lists all sales aids such as ad mats from 
manufacturers which dealers can ob- 
tain from Exchange. 

The promotion kit explains that ad- 
vertising is a repetitious reminder to 
potential customers that you are the 
source of ‘beauty, comfort and con- 
venience in their life’ through the 
stabilizing influence of the home. 

Grover D. Allen of the Exchange 
company, comments: “Your real com- 
petitor is the consistent, high-powered, 
fast-moving advertiser who is selling 
your potential customers away from 
the home and into a second set: of 
wheels or a cabin cruiser. This leaves 
less and less incentive to own or re- 
model a home, the very thing your 
business depends on.” 

Exchange Lumber’s kit outlines the 
manufacturer’s responsibility in adver- 
tising, also that of the distributor 
and the dealer. It advises that adver- 
tising tips may be obtained from Small 


Marketers Aids No. 56, Small Busi- 
-_ Administration, Washington 25, 

To order advertiser’s road map, 
sales promotion aids kit or $1 home 
planning kits, write Exchange Lumber 
& Mfg. Co., Box 1514, Spokane or 
Box 1051, Missoula, Mont. 


Urges Precut Lumber for 
Alaskan Home Building 


ANCHORAGE, ALASKA—Speaking at 
a housing and mortgage finance con- 
ference, president Martin L. Bartling 
of the National Association of Home 
Builders urged west coast mills to ship 
precut lumber to Alaska ready for jig 
fabrication, 

“This would reduce the high freight 
costs so prohibitive to Alaskan home 
building,” declared Bartling at a ses- 
sion sponsored by the Home Builders 
of Alaska. “One small jig used 50 
weeks a year will produce enough 
wall panels for 1,500 homes.” 

Bartling noted that construction 
lumber moving into Alaska from Seat- 
tle carries an additional freight charge 
of $30 per thousand. 





Examine Reasons Why Trade-In 
House Policy Hasn't Worked 


WASHINGTON—Trade-in housing has 
fallen far short of being a major 
step in improving U. S. living stand- 
ards, the Federal Housing Adminis- 
tration claims. 

Trading a house is still a valid 
move, FHA indicated, particularly 
for low and middle-income families. 
Government and industry leaders are 
taking a fresh look to discover why 
it has not worked out in practice. 

Stumbling blocks: 

* In tight money periods the seller 
is unwilling to see a large hunk of 
his equity vanish in the form of dis- 
counts and fees to get a new mort- 
gage. 

¢ The mortgage usually does not cov- 
er non-permanent items such as car- 
peting, venetian blinds or washer- 
dryers that the seller wants to leave 
but the buyer may not have the cash 
to buy. 

There are also some technical dif- 
ficulties, FHA noted, but they are be- 
ing ironed out satisfactorily as they 
crop up in the program FHA put into 
effect last year after long study. 

A special meeting in mid-July be- 
tween FHA Commissioner Julian H. 
Zimmerman and his special advisory 


council of home builders took up the 
subject of hurdles yet to be jumped. 
Some important changes should result. 

Consensus. The home builder coun- 
cil had a general feeling of frustra- 
tion over the recent tight money poli- 
cy. It was hopefully concluded that 
the problem would solve itself with 
improvement underway in mortgage 
money supply. 

Zimmerman was receptive to build- 
ers’ pleas that non-permanent fix- 
tures of a trade-in house be included 
in the mortgage. This would reduce 
out-of-pocket expense of a home buy- 
er and help him avoid having to go 
deep in debt to pay for the extra 
equipment. 

Disagreement. It was noted, how- 
ever, that the big argument against 
such a procedure is that it would 
leave the buyer paying interest and 
principal over the life of the mort- 
gage for the cost of an item that may 
last only five years or so. 

For example, FHA has long re- 
jected carpeting in an insured mort- 
gage. If this obstacle can be overcome, 
it would be a boost for new home 
sales as well as trade-ins. 

Investors. Another aid for both new 
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and used housing sales should be 
FHA’s plan to permit individuals to 
invest in its insured mortgages. Zim- 
merman said the plan should “tap a 
great amount of new mortgage 
money.” At this time individual inves- 
tors as well as pension funds and 
other investment pools are not buying 

home mortgages. ' 

A drawback was noted here also. 
At present there is lack of means for 
investors to make sure FHA minimum 
property standards are met, to service 
the mortgage or to handle payment 
of insurance premiums and fees. 

It is expected this problem will be 
bypassed through use of FHA-ap- 
proved mortgage lenders. They will 
get the customary % of 1% fee for 
servicing the mortgage, but investors 
will get the income. 

As it is now, a bank may make a 
home loan and sell the mortgage to 
someone else, but continue to collect 
payments for the buyer. So most home 
buyers might not know the differ- 
ence. 

For the first time, FHA has ap- 
proved use of plastic sewer and drain 
pipe in residential construction. How- 
ever, most city codes still prohibit use 
of plastic pipe in private homes. 


Akron Council Kills 
Lumber Marking Plan 


AKRON, OHIO—A section in 
the local building code which retail 
lumber dealers claimed would cost 
builders—and home buyers—an ad- 
ditional $100 per house has been eli- 
minated by City Council. 

In the original ordinance passed by 
Council last February, it was required 
that all lumber used in home building 
be graded and marked according to 
the amount of stress it would bear, in- 
stead of the normal grading. 

Chief Building Inspector John Kon- 
opka worked out the change killing 
this provision, and assured Council the 
public will continue to be protected 
by the code from use of bad lumber. 
Stress markings will be required only 
in specially-engineered buildings, he 
said. 


Retail Lumber Employes 
Plead Guilty to Stealing 

NIAGARA FALLS, ONT.—Two Beaver 
Lumber Co. employes, who sold 
building materials to their own group 
of customers for less than half the 
retail price recently pleaded guilty to 
a total of 16 theft charges in magis- 
trate’s court. 

Cornelius J. Weibe, 43, employed 
as a shipper 18 years and Albert 
Kostuk, 43, a truck driver, were re- 
manded for sentencing by magistrate 
James Rennicks. 

Crown attorney T. F. Forestell said 
the stealing occurred over the last 10 
months and involved building mate- 
rials valued at about $3,000. He said 
the two employes had 15 area ad- 
dresses to which they sold stolen sup- 
plies. 





EXPERIMENTAL ULTRASONIC dishwasher, left, cleans by sound waves even without 
hot water or detergent in Westinghouse Electric Corporation's ‘‘Parade of the 
Future’ kitchen. Two side-by-side drawers, right, refrigerate using thermoelectricity. 
Cooking platform just above the open drawer has completely solid units rather than 


conventional electric coils. 


Experimental Kitchen Makes 
Homemaker’s Work Easy 


PITTSBURGH 

Featured in the touring Parade of 
the Future exhibit, Westinghouse Elec- 
tric Corp. has designed an experi- 
mental kitchen of tomorrow to dem- 
onstrate methods the homemaker may 
soon use for ordinary tasks. 

This futuristic kitchen has cold 
cabinets instead of conventional refrig- 
erator-freezer, solid cooking surfaces, 
a combination electric and high-speed 
electronic oven and a dishwasher that 
uses sound waves for cleaning. 

Refrigeration. A series of refrige- 
rated cabinets and drawers are cooled 
to selected temperature by thermo- 
electricity. Electric current is passed 
through two dissimilar materials to 
create heat or cold. The system is 
silent, uses no moving parts. 

Frozen fresh vegetables and meat 
are stored in two side-by-side drawers 
just below work surface height be- 
tween sink and cooking area. At the 
L counter end are two more refrig- 
erated drawers—one a freezer, the 
other a regular refrigerator. 

Above them is another refrigerated 
section at reach-in height. It has doors 
on either side, making it accessible 
from either kitchen or dining room. 

Cooking. Electric surface cooking 
platforms are completely solid, rather 
than having conventional coils. The 
heater is cast into an inverted alumi- 
num pan for each unit. This gives 
completely even heat, smooth appear- 
ance and has no place for spillage. 

Conventional electric cooking is 
combined with microwave cooking in 
the single oven. A device called a 
magnetron bombards food with micro- 
waves which penetrate and cook the 
food. Only the food is heated, not 
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dishes or other utensils. 

Dishwashing. Just around the cor- 
ner from the sink at the short end of 
the L counter is the ultrasonic dish- 
washer. Sound waves are transmitted 
to water by rapidly expanding and 
contracting metal in a device known 
as a transducer. 


Teamsters Organize Long-Bell 
Sash & Door Plant in Texas 


AMARILLO, TEx.—Long-Bell Sash 
& Door Co. anrounced the signing 
of a three-year contract with the 
Teamsters Union. 

It is said the Teamsters are now 
“partners” in the operation and intend 
to organize other sash and door plants 
in the area. 

Long-Bell revealed it was “led” in- 
to offering a counter-proposal to the 
union’s demand for labor control of 
the plant. To the firm’s “surprise,” the 
union snapped up the counter-offer. 


Philippine Importers Meet 


PoRTSMOUTH, N. H.—An_ item 
of consideration at the 27th annual 
meeting of the Philippine Mahogany 
Association, Inc. at Wentworth-by- 
the-Sea hotel here was the proposed 
grading rules to be issued by the 
Japan Lumber Exporters’ Association 
for surfaced lumber. 

Composed of leading importers of 
Philippine mahogany in the U.S. and 
Canada, the group heard an address 
by Nicolas Capistrano who repre- 
sented the Philippine Lumber Pro- 
ducers’ Association, Inc., Manila. 

Harry J. Jordan, San Francisco, was 
elected 1960-61 president, William A. 
Howe, San Francisco, vice-president 
and George D. Scrim reelected sec- 
retary-treasurer and executive secre- 
tary. H. V. Coffey was reelected as- 
sistant secretary. 





Estate Tax on Family-Owned 


Firms Can Run Very High 


New York—Many closely-held or 
family-owned corporations are in 
for a jolt when they learn how high 
the Treasury Dept. evaluates their 
company stock for estate tax purposes, 
the Research Institute Recommenda- 
tions warns. 

“If your company’s stock is not 
listed on any exchange and has no 
public ‘market’ to give it definite 
price, don’t think it has no taxable 
value and won’t be taxed in your es- 
tate,” RIR counsels. 

Company stock will be given a tax- 
able value and taxed, the institute 
pointed out. The value given the stock 
will be by the estate tax collector, 
said to be the strictest evaluator of 
all. If your family can’t raise enough 
cash to pay this tax, “goodbye to the 
business.” 

Top value. A report of 11 typical 
cases of how closely-held stock is 
evaluated for the estate tax shows 
that, almost without exception, the 
Treasury Dept. put a far higher value 
on the shares than did the owner, RIR 
stated. 


One firm estimated its stock worth 
$114 a share; the government claimed 
$163. Another evaluated its shares at 
$2,114 each; the Treasury said $4,- 
850. A third firm set a figure of $414; 
the U. S. raised this to $800. 


Reasons? 1. The Treasury Dept. 
adds something to stock value for 
“good will”; 2. It adds more for 
“earning capacity”; 3. It raises fur- 
ther for “dividend-paying capacity”; 
4. There are five other factors on 
which the government may raise the 
evaluation to arrive at the estate tax. 

RIR says “yes your family can go 
to court and take its chances fighting 
the Treasury” but it’s easier to avoid 
that beforehand. 


The organization further warns 
against letting “book value” of stock be 
your guide. It offers strategy on how 
to evaluate stock in “What Is Your 
Corporation Worth?” The report is 
free from Research Institute Recom- 
mendations, 589 Fifth Ave., New 
York 17, N. Y. 
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Boise Cascade Ups Sales 
9% in First Six Months 


BotsE, IpDAHO—A 9% increase in 
sales for the first six months of 1960 
was reported by Boise Cascade Corp. 
president R. V. Hansberger. 

Although net earnings slipped 10% 
for the period, consolidated net sales 
totaled $63.1 million compared with 
$58 million for the like 1959 half- 
year. Net income equalled $2.2 mil- 
lion, or 60¢ a share, compared with 
$2.5 million a year ago, or 67¢ a 
share. 

Hansberger indicated that the net 
income slump reflected results of the 
firm’s lumber manufacturing and 
wholesaling and retailing of building 
materials activities. 


Caradco Subsidiary Buys 
F&L Plastic Production 


DuBuQuE, Iowa—Caradco, Incor- 
porated’s newly-formed _ subsidiary, 
Durel, Inc., has purchased all plastic 
sheet manufacturing facilities of Far- 
ley & Loetscher Manufacturing Co., 
Caradco sales vice-president F. E. Bis- 
sell announced. 


Housing Chief Hits 
Dem Building Goals 


WASHINGTON—Federal Housing Ad- 
ministrator Norman Mason, stating 
builders only construct as many homes 
“as they think they can sell,” criticized 
the new Democratic platform plank 
calling for building of 2 million homes 
a year. 

Democrats had adopted a housing 
plank at their convention saying: 

“A healthy, expanding economy will 
enable us to build 2 million homes a 
year in wholesome neighborhoods, for 
people of all incomes. At this rate, 
within a single decade we can clear 
away our slums and assure every 
American family a decent place to 
live.” 

The Housing Administrator said for 
the Democratic platform to make “any 
need choice of a figure is probably 

ad.” 

Starts of private new non-farm 
dwellings in the first five months of 
this year ran at a seasonally-adjusted 
annual rate of 1,269,000, 19% below 
last year and well below the Demo- 
crats’ platform target. 

Mason said he expects home build- 
ing activity in the last half of the year 
“to be better” than the first half. How- 
ever, he declined to estimate how 
great the improvement would be. He 
sticks to his original forecast that 1960 
housing starts will run about 1,200,000 
down from the 1,300,000 last year, or 
equal in the revised figures. Mason 
thinks the revised figures are still too 
low and refuses to base any prediction 
on them. 

He also announced the Housing and 
Home Finance Agency is ready to 
begin making loans under a new hous- 
ing assistance program for older per- 
sons. Congress gave HHFA $20 mil- 
lion for this program. 


Gray Heads Dow's 
Building Panel Unit 

MIDLAND, 
Micu.—Donald 
R. Gray has been 
named coordina- 
tor of building 
panel develop- 
ment by The Dow 
Chemical Co. 

A major pro- 
ducer of plastics 
building products, 

Dow has been conducting research 
and applications studies on many 
foams and facings for panel construc- 
tion. 

Gray will cooperate with several 
Dow research laboratories and tech- 
nical service groups as well as sales 
personnel in development of building 
panels using plastic foam as the in- 
sulating core. He formerly was head 
of Plastics Technical Service building 
products section. G. R. Franson suc- 
ceeds him in that post. 


¢ Jack Donner has been named 
general sales and marketing manager 
of Penhurst Machine Co., Wickliffe, 
Ohio. 


¢ James C. James, Jr., assistant to the 
general sales manager, has_ been 
named to the new post of component 
panels marketing manager by Mason- 
ite Corp. Vincent F. Van Scoy, assist- 
ant to the western sales manager, 
succeeds James and W. F. Strelow, 
Milwaukee area building products 
salesman, fills Van Scoy’s former 
position. 


DFPA Names McQuilkin 

TacoMaA, WAsH.—Duane G. McQuil- 
kin has been named merchandising 
director of Douglas Fir Plywood 
Association. He will be responsible 
for the group’s overall merchandising 
effort. 

He has been assistant to director 
Dan B. Sedgwick, who left to join a 
management consulting firm in New 
York. McQuilkin will have charge of 
development of technical and promo- 
tional literature, point of purchase 
display materials, trade show exhibits 
and special merchandising programs 
for building materials dealers, archi- 
tects and builders. 
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RECEIVING Gov. J. Howard Edmond- 
son's proclamation setting October 15th 
as Lumbermen's Day in Oklahoma from 
the governor's assistant Norman Rey- 
nolds, center, are Oklahoma Lumber- 
men's Association president Frank Carey 
Jr., left, and vice-president Fred Dale. 


‘Lumbermen’s Day in Oklahoma’ 
Opens Annual Convention 


OKLAHOMA City—October 15th, 
the opening day of the two-day 
Oklahoma Lumbermen’s Association’s 
14th annual convention has been pro- 
claimed Lumbermen’s Day in Okla- 
homa by Gov. J. Howard Edmond- 
son. 

President Frank Carey Jr. urges 
all state retail building materials deal- 
ers to close their yards on Saturday, 
October 15, advertise they are doing 
so and bring their employes to the 
convention. 

A Molly O’Day production of stars 
will feature OLA’s “No Speech Ban- 
quet.” 

More than 150 dealers and sup- 
pliers, with their families, attended the 
group’s All-Family directors’ meeting 
in late July at Western Hills Lodge, 
Wagoner, Okla. New directors were 
elected for three years. They are: 

Howard Hanna, Hanna Lumber 
Co., Tulsa, district 1; Lee Ketchum, 
H. E. Ketchum Lumber Co., Mus- 
kogee, district 2; Roland Hobbs, Bob 
Fraley Lumber Co., Marietta, dis- 
trict 3; Clifford White, Clifford White 
Lumber Co., Chandler, district 4; 
Douglas Gabbard, Gordon White 
Lumber Co., Lindsay, district 5; and 
Fred Stephenson, Stephenson-White 
Lumber Co., Chickasha, district 6. 


Carolina Lumber Sues 
Teamsters for Damages 

HUNTINGTON, W. Va.—Struck by 
Local 505, Teamsters, Chauffeurs, 
Warehousemen & Helpers Union since 
May 16, the Carolina Lumber Co. 
has sued in Circuit Court for $10,000 
damages. 

The action also requests defendants 
Teamsters Local 505, the business 
agent and 11 former Carolina em- 
ployes be restrained from alleged il- 
legal picketing and other practices. 

Thirty-five union members went on 
strike at the company’s plants at Hunt- 
ington, Point- Pleasant and Ashland 
after a work contract expired. 
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Home Modernizing School Starts Nov. 7th 


New York—Richheimer Mod- 
ernizing Systems has notified over 
600 retail building materials dealers 
and contractors that it will launch its 
management school November 7. 

Two training sessions per month, 
each limited to 25 students, will in- 
clude 120 hours intensive instruction 
in all phases of successful moderniz- 
ing management, Richheimer an- 
nounced. Enrollment fee, including 
materials, is $2,000. 

He also revealed that president 
Charles Abrams, Westchester Mod- 
ernization Co., White Plains, N. Y., 
has been named RMS president. 

Richheimer said that Abrams will 
“round out our experience” since his 
work had mostly been on big, old 


houses while RMS has concentrated 
on postwar homes. 

Abrams has sold a 400-page Op- 
erating Manual for home modern- 
izers. This will be the basis of the 
management school training program. 
Dealers and contractors will also re- 
ceive a complete set of management 
manuals price book contracts stand- 
ard forms and a portable Design 
Pack drafting set for selling big-ticket 
jobs. 

Participants may also sign up for 
continuing services, including a month- 
ly advertising service, periodic man- 
agement counsel and analysis, sup- 
plementary training of salesmen and 
supervisors and other services. 


Texas Land Development Plan 

Waco, TeEx.—Lake Air Develop- 
ment Co. plans to develop a 21-acre 
shopping center and 750 houses 
through local retail building materials 
dealers and builders, president Arthur 
Temple indicated. 

All dealers in the building area will 
be invited to participate in the de- 
velopment. 


G-P Has Warehouse Change 

PORTLAND, OrRE.—Georgia-Pacific 
Corp. has changed the Newark 
branch sub-warehouse at New Hyde 
Park, L.L, N.Y. to a major distribution 
warehouse under the management of 
Joseph L. Quinn, formerly with Red- 
wood Sales Div. 
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Home Improvement Sales Aids For Certified Dealers 


Sales promotion aids keyed to package selling of home 
improvements are offered to 750 one-stop retail lumber 
and building materials dealers by American Home maga- 
zine. Dealers were chosen after qualifying for services given 
to consumers such as design and planning assistance, free 
estimates, adequate financing and having a showroom for 


quality, nationally-advertised materials. 

Shown above are a few of the sales aids in the American 
Home kit for dealers. At top, left, is the Certified Seal; 
top right is reproduction of dealer listing in the magazine; 
lower left is poster; lower center are wire store hangers; 
lower right are ad mats. 
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How’s Business ? 


Building Products Dealer Sales Pulse 


Marketing Regions '* ™2P 0” page39) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
Atlantic Atlantic Atlantic Central Central Central Central 
Sales: July "60 vs. 


Sales: July '59 +10% — 5% —12% —10% — 5% —10% K —10% 


Sales: 7 months ‘60 vs. 
7 months ‘59 +15% + 2% —15% 

Accounts receivable 
July 31, "60 vs. 
July 31, *59 

Inventory: July 30, ‘60 
vs. July 31, '59 


+ 5% + 3% 
Next quarter's sales + 5% + 5% 


estimate + 5% +12% 
July weather Geod Good 


It appears the recent easing of home mortgage interest rates 
hasn’t pepped up construction. Congress may try to stimulate 
home building in this session, but many experts fear aid will 
be too late to help much this year. Most claim prospects for 
a spurt in new home construction have faded for 1960. 


Construction contracts improved considerably in June over 
May, but were below the year-ago level. Due to gains in non- 
residential building and heavy engineering, the seasonally- 
adjusted F. W. Dodge Corp. index rose to the highest-point 
of the year. 

Starts of private non-farm housing in the first five months 
ran at a seasonally-adjusted annual rate of 1,269,000, a 
slump of 19% compared with the like 1959 period. (This figure 
is from the old counting method.) 


Housing Administrator Norman Mason predicts a total of 1,- 
200,000 homes will be built this year, a drop from the 1,300,- 
000 constructed last year according to the old method of 
counting. Mason feels the new figures in counting are too 
low and refuses to base a forecast on them. 

Mason threw rocks at the newly-adopted Democratic platform 
plank that calls for construction of 2,000, new homes a 
year. He said builders will only construct as many homes as 
“they think they can sell.” 

The Federal Housing Administration reports higher prices in 
the mortgage resale market and, for the first time in 1960, an 
increase in applications for new home appraisals under its 
mortgage guarantee program. Appraisals rose to an eight- 


RELATION OF UNFILLED ORDERS 
TO GROSS MILL STOCKS 
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month high and FHA says there is “mounting evidence” of an 
upturn in home building. 


On the other hand, retail lumber and building materials deal- 
ers in every region except zones | and 2, north and middle At- 
lantic, report a terrific slump in new home business. As sev- 
eral put it, “If it weren’t for residential remodeling, we'd be 
starving to death.” Most are gloomy about any new home 
construction upswing in coming months. 


Freight carloadings amounted to 614,236 cars the first week 
in August, up 12.7% from the same 1959 period. Lumber ship- 
ments from 457 reporting mills were 1.5% lower than produc- 
tion during the first week in July. New orders were 7.7% be- 
low production. 


Most lumber prices weakened further. Green Douglas fir 
declined sharply in price with utility and economy grade di- 
mension dipping to the lowest level in years. Boards moved 
slowly and green fir studs remained low. 


Std & btr dimension showed more steadiness at prices ranging 
from $62 to $66 for random lengths. Dry dimension was held 
down in price by‘ an oversupply of dry hemlock. Pine boards 
continued weak. Shop grades lost ground due to slow trading. 
Plyweod is still moving slowly despite a drop in price to $60 
a thousand square feet, a postwar low. Many plants have shut 
down. One wholesaler reports his firm is buying %4” sanded 
stock at the $60. price, less 5%. Price in early 1959 was $85 a 
thousand. 


YEAR-TO-DATE COMPARISON 


1959 = 100% 


60 70 80 100 110 120 130 180 


70 80 90 100 110 120 130 180 


Total Lumber 


Courtesy of National Lumber Manufacturers Association. 
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— 209,956,000 


You can expect a lot of calls for these Royalcote 
wood-grained hardboards—because everybody is 
going to be reading about them! 

Ads in September issues of Life and Look and the 
August issue of American Home are spelling out a 
big story of the beauty and practicality of these 
handsome cherry-grained hardboards. These pub- 
lications reach more than 25 million readers. ..and 
thousands of them have already responded! 

Contact your Masonite representative for the 


leads in your neighborhood. 

Masonite publicity helps you sell Royalcote 
panels, too. Newspapers, shelter books, do-it-your- 
self magazines, radio and television are carrying a 
wealth of editorials on the wonders of this remark- 
able hardboard. 

There’s still another way Masonite helps you build 
Royalcote panel sales: with a complete selection of 
merchandising aids. If you haven’t already ordered 
your point-of-sale material from Masonite’s 
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Royalcote kit, call your Masonite representative 

today—he has plenty of free sales-builders for your 

own display, plus material for tie-ins with local res 

builders: hanging displays, mobiles, literature, ad 

mats—everything you need to get the paneling MA Ss © N 4 ¥ —F ZN 

season under way in a high-profit fashion. CORPORATION 
What a hard-hitting combination to help generate 

sales for you! Be sure to cash in on this giant pro- 

gram. For complete details, write to Masonite 

Corporation, Dept. AL829, Box 777, Chicago 90, Ill. —Mosonite and Royalcote are registered trade-marks of Masonite Corporation. 


®Masonite Corporation—manufacturer of quality panel products for building and industry 
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CHARLES J. STEIN FAMILY AFFILIATED CORPORATIONS 
Roberts Lumber Co., Inc., Roberts Lumber Co. of Dunbar, W. Va. 
Louis Wholesale Lumber Co., Inc.,. Stein Development Corporation 


CONSOLIDATED STATEMENT OF OPERATIONS 


April 1, 1959 to March 31, 1960 


SALES 


Sales — Regul ar 


COST OF GOODS SOLD 
Inventory — Beginning 
Purchases 
Freight 


Less: Inventory — Ending 
Cost of Goods Sold 
Gross Profit: 


OPERATING EXPENSES 
Salaries & Wages 
Advertising 
Bad Debts 
Buying Services 
Depreciation and Amortization 
Delivery Expense 
Entertainment and Traveling 
General Expense 
Insurance 
Office and Collection Expense 
Professional Services 
Rent 
Repairs and Maintenance 
Taxes and Licenses 
Interest 
Utilities 
Discounts Allowed 
Contributions 
Profit-Sharing Plan 





Total Operating Expenses 
Operating Profit 
OTHER INCOME 
Discounts Received 


Delivery Charges 
Miscellaneous Income 


Gain on Sale of Buildings — Installment Basis 


Total Other Income 


Net Profit before Federal Income Tax 


$ 251,218.08 
1,589,748.52 
___ 18,782.03 
$1,859,748.63 
__ 441,727.94 


$ 131,776.00 
11,088.68 
6,201.48 
670.00 
11,587.31 
8,548.81 
§,457.97 
3,462.23 
6,338.44 
4,466.45 
3,222.50 
7,200.00 
4,302.17 
17,891.02 
3,587.14 
5,880.36 
1,700.69 
5,206.16 
4,417.60 


$ 29,661,25 
6,904.18 
284.22 
11,822.31 


$1,762,818.04 


_1,418,020.69 
$ 344,797.35 


243,005.01 


$ 101,792.34 


$ 150,464.30 


Percent 


100.00 


80.44 
19.56 


7.47 
+63 
035 
-04 
+66 
-48 
31 
+20 
-36 
+25 
18 
41 
+24 

1,01 
-20 
33 
10 
30 
+25 


13.79 
5.77 


1.68 
-39 
-02 

__.67 
2.76 
8.53 


Less: Provision for Federal Income Tax __ 58,548.76 3.32 
Net Profit for Fiscal Year $ 91,915.54 5.21 











Cash—Carry Yard 


Nets 8% Profit 
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© Charles J. Stein first sold cash-and-carry lumber in 1938. After World 
War Il, however, he operated a conventional lumberyard, so he knows 
both policies. He returned his business to C&C in May last year, with 
extraordinarily successful results. 


° His experience and his opinions on cash-and-carry for retail lumber and 
building materials dealers are told below. 


WHEELING, W. Va. 
O GET MORE PROFITS you 
should forget about some theore- 
tical profit “goal.” Instead, simply 
concentrate on a method of business 
which will make your yard more 
efficient than any of your competitors. 
That advice is from the president 
of Roberts Lumber Co., who has a 
right to talk about profits. His com- 
pany is producing a net profit per- 
centage more than double the national 
average for retail lumber dealers. 
“Profits will be the natural by-prod- 
uct if you have the most efficient op- 
eration in town,” C. J. Stein explains. 


Stein’s own efficiency stems from , 
a strict cash-and-carry policy. This has GREATEST VOLUME 
resulted in sales at the Wheeling yard 
now running at about $1.75 million 
annually. Another $600,000 sales are ; LOW EST 
expected at the Dunbar, W. Va., PRI 
branch. 

Of this volume, 90% is cash. “Credit 
is extended only to accounts having 
a credit rating in Dun & Bradstreet of 9) 5 f 
$75,000 to $125,000 or better in the 


ae 
first column. To these selected cus- & s 
tomers, terms are 15 days net. Mit 44 ¢ 7 Vi 

The Wheeling yard, with 17 em- 


ployes, covers 10 acres and has 17 
warehouse buildings, and office and 
display building. Twenty-five boxcars 
can be unloaded simultaneously at the 
yard. 

The Dunbar yard, with 8 employes, 
covers 8 acres and has two ware- 
houses and an office building. 

Both yards have mechanical han- 
dling equipment. 

All purchases are handled by the 
Louis Wholesale Lumber Co., which 
buys for both yards plus selling to 
16 other retail lumberyards on a car- 
load basis. 

Customers on the average travel CHARLES J. STEIN, president of 
about 80 miles round trip to buy from Roberts Lumber Co., Inc., Wheel- 
Roberts Lumber, Stein reported. All ing and Dunbar, W. Va., poses 
material is sold f.o.b. the yard; in- with sign in front of his yard 
dependent truckers haul at fixed which promises big values for 
charges borne by the customer. A one- customers willing to pay cash and 
price system is rigidly maintained. deliver their own purchases. 

Control. The secret of management 
efficiency, Stein says, is inventory con- 
trol. By using two Burroughs Sensa- 
matic accounting machines, the pur- 


(continued on page 18) 











WHEELING, W. VA. YARD 
2700 MARKET STREET 
TELEPHONE CE 2-0660 











ROBERTS LUMBER CO. 


APRIL 25 
____} Price List 














on Returned Goods | 


10% Service Charge | ALL PRICES ARE BASED ON MARKET COSTS. WE RESERVE THE | Alt PRICES CASH AND 
RIGHT TO RAISE OR LOWER PRICES AT ANY TIME. vonage Bay nnd 


VICE AT LOW RATES. 





A Business in Millions - A Profit In Pennies 


| Buying Most We Buy for Less-Selling Most We Sell for Less 





HOURS 8 To 5 P. M. MONDAY THRU FRIDAY —8 TO 4 P.M. SATURDAY 





FIR SANDED PLYWOOD 
DFPA RRED INTERIOR TYPE 
Mn 





1/4°—4x8—AD GOOD | SIDE 
3/8°—4x8—AD GOOD 1 SIDE 
1/2"—4x8—AD GOOD | SIDE 
5/8°—4x8—AD GOOD 1 SIDE 
3/4"—4x8—AD GOOD | SIDE 





FIR SHEATHING PLYWOOD 
M. Ft 





EXTERIOR PLYFORM 
OILED AND EDGE SEALED—{CONCRETE FORM STOCK) 
M. Ft Sheet 
$214.00 $6.85 
244.00 





~ BIRCH PLYWOOD 


KNOTTY PINE PLYWOOD 


1/4" —4x8—A-3 
3/4" —4x8—A.2 


FIR EXTERIOR PLYWOOD 








$131.00 
201.00 
GOOD 2 SIDES . moe 





EXTERIOR 
| 4x12—3/8" AC EXTERIOR 


FIR PLYWOOD (Special Sizes) 

Mf Sheet 

4x6—1/4" AD INTERIOR $252 

4x10—1/4" AD INTERIOR 40 

4x6—3/4" AD INTERIOR S47 

4x10—3/4" AD INTERIOR 32 

4x10—1/4" AC EXTERIOR 

4x12—1/4" AC EXTERIOR 

4x10—3/8" AC 








| 
| 
| 
i 
we" $600 00 
we 


BIRCH PLYWOOD 
WITH LUMBER CORE FOR CABINETS 
M. FL 








LAUAN V GROOVE PANELS 
1/4"—4x8—BC UNFINISHED pact $4.80 
1/4°—4x8—AB SUPER SATIN FINISHED 180.00 5.76 


RED OAK PLYWOOD 
M. ft. 


A $319.00 
A-2 +496 00 


—4x8—. 
—4x8B—, 





| 5/8"—Sx3—AD TOPS . 





PING PONG TABLES 
Each $11.25 
osens Set § 470 








Complete stock of prefinished Plywoods waxed and sealed. 12 beautiful finishes in Cherry, Oak, Walnut, 
Maple, Birch etc. at lowest prices. On Display for Your Inspection. Prefinished 


Mouldings in stock. | 








BUY YOUR PLYWOODS FROM THE LARGEST STOCKS IN THE STATE. 


What’s the Function 
Of a Retail Business? 


Charles J. Stein, president of 
Roberts Lumber Co., says that the 
businessman whose sole objective 
is to make profits loses sight of 
the purpose of business—which, 
he says, is service and superior 
merchandising techniques in satisfy- 
ing human wants. 

“I've seen it happen in a poker 
game, in business and in most of 
life’s competitive struggles—a per- 
son whose sole objective is to make 
a quick dollar just never quite 
makes it.” 

















FIRST PAGE of 8-page, 92”x12” printed price list issued by 
Roberts Lumber Co., the only type of ads used by the West 
Virginia firm. Other listings include ‘“#t1C West Coast Fram- 
ing Lumber" at $119 per M bd. ft.; brand-name wood sliding 
window (3’3’x2’4”) at $16.15; gypsum lath, 32’ per bundle, 
$1.07 each; 1-5/8” Birch doors, 1/0x6/8 at $6.90; 12”x12” 
brand-name acoustical tile, 14%2¢ each; American-made 6D 
common nails, 50-lb. carton, $5.55. New lists are issued 
every 60 days. Seconds are not sold, dealer says. A 10% 
service charge is made on returned goods. 


chasing department knows by 10 a.m. 
daily the quantity of the firm’s 2,200 
items on hand, how many of each 
were sold the previous day and inven- 
tory on order. Through these controls, 
the bugaboo of unbalanced inventories 
is kept in check. 

Stein’s profit-making efficiency also 
includes low operating expenses and 
minimum personnel. These stem di- 
rectly from his cash-and-carry policy. 

Operating expenses of Stein’s af- 
filiated corporations for the past year 
amounted to 13.79% of sales. Most 
dealers report in the range of 19% 
to 25% of sales. 

Employe productivity is another 
measure of Stein’s cash-and-carry ef- 
ficiency. Salaries and wages (includ- 
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ing executives) for the Stein enter- 
prises are only 7.47% of sales, com- 
pared to 10% to 15% for most lumber 
retailers. The company averages about 
$70,000 sales per employe, almost 
double the industry’s “rule of thumb” 
productivity. 

Quality. Besides operating effici- 
ency, president Stein states that quali- 
ty products play a key role in his 
cash-and-carry success. “I have never 
carried any manufacturer’s closeouts, 
seconds or inferior quality goods,” he 
said. 

“Too many dealers buy on price 
alone, whereas our experience shows 
that quality merchandise moves the 
best,” he commented. “Paint which sells 
for $4.95 a gallon will outsell $3.75 


paint three to one.” 

C&C pioneer. Stein’s experience in 
cash-and-carry goes back to 1938. 
In that year, he and a partner, Henry 
Broide, opened a lumberyard based 
on cash-and-carry in the East End 
district of Pittsburgh, Penna. 

Stein sold his interest in that com- 
pany, moved to Wheeling and set up 
the Cash and Carry Lumber Co. in 
1939. That business was closed in 
1943 when Stein entered the service; 
re-opened in Wheeling in 1946. 

Four years later, he changed his 
policy to a conventional charge and 
delivery yard under the name Stein 
Lumber Co. The following year he in- 
corporated Stein Development Corp. 
for speculative building and acquired 
the physical plant of Roberts Lumber 
Co 


The retail business of Stein Lumber 
was closed in 1954 and simultaneously 
the Roberts Wholesale Co. was or- 
ganized to sell lumber and building 
materials in carload and L.C.L. pick- 
ups to some 300 dealers within a 100- 
mile radius of Wheeling. 

In May of last year Stein switched 
the Roberts Wholesale Co. to Roberts 
Lumber Co., returning to cash-and- 
carry. The following month he opened 
his first branch cash outlet in Dun- 
bar, three miles from Charleston, W. 
Va. His expansion program now calls 
for one new yard per year. Negoti- 
ations are now being made for a 
branch in Parkersburg, W. Va. 

C&C future. As a student and a 
practitioner of cash-and-carry retail- 
ing, Stein is convinced that C&C now 
accounts for about 5% of the total 
volume of building materials sales. 

“Its share of the market will even- 
tually grow to about 25% in the next 
20 years,” he predicts. 

The progressive conventional dealer 
will always do about 75% of lumber 
sales in this country, he declared. 

To enter cash-and-carry success- 
fully, Stein advises that you should 
have a minimum of $300,000 working 
capital. He also feels that in the fu- 
ture a cash yard with less than a $250,- 
000 inventory is doomed to failure, 
unless the management is alert. 

(Total assets of the Charles Stein 
family affiliated corporations today 
amount to $620,000. This includes in- 
ventory of approximately $450,000.) 

Stein says that a public offering of 
stock will be made for expansions. 
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THIS BIG WAREHOUSE is one of five projected for Cash and Carry- 
Lumber-Supply Center, Hightstown, N. J., the first big c&c layout 
to open within the metropolitan New York City marketing area. 


World's Largest C&C Yard? 


New Jersey 26-acre tract will include five multi-colored 
warehouses, serve tri-state area. Opening scheduled for 


September. 


HIGHTSTOWN, N. J. 

READY TO TAP the price-con- 
scious New York metropolitan area, 
Cash and Carry Lumber-Supply Cen- 
ter will open for business here some- 
time next month. 

This will be the first venture of a 
big-time cash-and-carry operation in 
this area. Wickes nearest cash-and- 
carry yard is located in Selkirk, N.Y., 
about 190 miles away. 

The new layout, which will occupy 
26 acres, may well be the world’s 
largest cash-and-carry lumberyard on 
one site. 

H. V. Wolohan, general manager 
of Wickes Lumber division, which 
operates 20 cash-and-carry lumber- 
yards in New York state and the 
midwest, admitted that his organiza- 
tion does not have a unit of that acre- 
age devoted 100% to cash-and-carry. 

Strategically located, the yard is at 
a “Y” of two main highways: the main 
entrance faces U. S. Route No. 130; 
it is also located on N. J. Route No. 
33. The new yard is only two miles 
from the New Jersey turnpike. 

colors. Offering a striking 
change from the usual drab cash-and- 
carry buildings, all five warehouses on 
the 26-acre tract will be in color. 
They will be Stran Steel construction. 

Dimensions of the five warehouses, 
almost finished, are as follows:2-43’x 


400’; 1-43’x150’;_ =‘ 1-60’x220’;__it- 
60’x440’. Attached to the largest 
warehouse is a 50’x100’ store. 

Glenn W. White, president, Ohio 
Pacific Corp., Canton, Ohio, is head 
of the new enterprise. He has had 
several years experience in cash-and- 
carry by operating the Perry Lumber 
Co., a cash-and-carry organization, 
23 miles from Wickes nearest yard. 

C&C battle. There are indications 
that a cash-and-carry battle of the 
giants may be shaping up. 

White considers there are only two 
major c&c operations in the country, 
that is, truly 100% c&c in terms of 
operating methods and tremendous 
volume: Wickes and himself. He 
claims his New Jersey prices will be 
“substantially lower” than Wickes on 
most items. White says he believes 
in handling complete lines and heavy 
stocks. His Canton yard handles many 
products, including a variety of small 
hardware items, not handled by 
Wickes. 

Recently the Canton yard began ac- 
cepting charge accounts on a 10th- 
of-the-month basis. 

Wickes opened a new yard in 
Waterville, south of Utica, N. Y. last 
month, Their three New York state 
yards cover markets in the western, 
central and eastern parts of the state. 
They are building a yard in the Chi- 
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cago metropolitan area and expand- 
ing their Springfield, Ohio layout 
while adding plumbing and electrical 
goods experimentally at this one loca- 
tion. (See page 30) 

Wickes will be operating 20 big 
c&c yards before the end of 1960. 
Wolohan says Wickes has no definite 
plans for further expansion at this 
time, but leaves the impression that 
the picture could change quickly if 
conditions warranted. 

Market unlimited. White considers 
the market area surrounding his New 
Jersey yard “almost unlimited.” He 
will reach into New York, including 
bustling Long Island, eastern Penn- 
sylvania, as well as New Jersey. The 
customary cash-and-carry broadsides 
are being readied as a promotional 
tool. 

Big roadside discount houses han- 
dling department store merchandise 
have made this area sharply competi- 
tive. Customers have been conditioned 
to low prices and special bargains. 
That was just one factor, White says, 
that led him to locate here. 

John M. Rice, manager of the New 
Jersey yard, comes from Canada, 
where he ran one of the big Holliday 
chain yards. 

White who as a wholesaler has sold 
retail lumber dealers for many years, 
feels the retail lumber industry has 
gone down hill badly in recent years. 
The main reason, he feels, is the fail- 
ure of dealers to think for themselves. 

“Too many dealers,” he says, “have 
listened to convention speakers with 
a 3-A credit rating tell them how to 
run their business.” 
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Sy FRCHANDISI 


ISSUE 


August 25th is the ADVERTISERS GET A SPECIAL BONUS IN 
Deadline for the mene pr HANDING SUCCES 


. proved year dar year to be the 
advertising bonus in the pepe wor the 
ve dealers wait for—and erie 


ee ce oid or ™ BiG ISSUE ‘4 ; ‘paca tmportince to all : 
ing ideo, now —— “cn geek ymin building products suitable for home improvement a 


using them, will ) 
text. ices Waa eae Gees perces cotecry a ae 
listed to thn right. | ; | ul 
CHECK YOUR ADVERTISING SCHEDULES “ ie __ Reofing 
NOW AND GET YOUR SPACE RESERVATIONS 
IN: EARLY. meg, pag pay 
representative now or Duke Lynch, 59 
Monroe St., Chicago 1, Il. Financial 67788. 





A Ne te hm a A coi 


The merchandising ideas will be separated This layout shows how the third editorial sec- Section 12—building specialties—will begin 
into the 14 product categories shown below. tion of the issue—on paint, wood finishes, oils, with this two-page layout of ideas. Each sec- 
The above shows a typical picture-and-text varnishes and paint sundries—will open. ideas tion will detail merchandising success in this 
double-page layout that opens the second are profusely illustrated, easy to grasp. way. Text, while complete, is short, making 
section. 


ESTE 


for fast reading. 


HANDISING 


we _ 10 
woth 


Plaster, Cement, Clay products, Building Specialties (Awnings, 
Masonry & Piastering Acces- ies, Carports, Basemen 
sories, including Metal fat, Re- : 


. Prime & Combination, 
9 Railings, Breezeway 
, Shower 


ime & 
fang. Siig, Garage) Carag 


tanta, Piywees, Prsalng; Pre 
4 6. servatives, Woodwork Specialties 





CLASSIFIED 
Buying 


to Products 
Advertised 


CLASSIFIED 


BUYING and [Eee 
PRODUCT 
DATA FILE 


CLASSIFIED 





How Much It's Used 


The Buying and Product Data is the most 
heavily researched issue of its kind pub- 
lished. Reader usage and retention is studied 
on a continuing basis by independent re- 
searchers and by the magazine’s own re- 
search staff. Reader inquiry cards are care- 
fully analyzed each year. These studies show 
that 


e Nine out of ten lumber and building ma- 
terials dealers use it year-round 


One out of two dealers using it year-round 
have an annual sales volume of more than 
$550,000—more than twice the national 
average 

Three out of five dealers use no other regu- 
lar reference source for dealer buying data 


Every dealer copy is used by an average 
of four persons with a buying function 
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1961 BUYING AND PRODUCT DATA FILE 


... The Contents anc 


The Buying and Product Data File is the 
most complete reference issue of its kind pub- 
lished. It provides virtually everything a 
dealer needs to know before buying. It is 
both the encyclopedia and yellow pages of 
the building materials industry. Dealer’s 
check product specifications with it, use it 
for estimating, adding new lines. They use 
it to check sources of supply. They use it all 
year long to get more product information 
from advertisers before buying. 


Year after year, the Buying and Product 
Data File has been proved the best advertis- 
ing buy in the lumber and building materials 
industry. It is because of one reason: It is 
the most useful buying tool for lumber and 
building materials dealers ever created. Your 
AL&BPM representative will be happy to ex- 
plain more fully why the 1961 Buying and 
Product Data File is the basic issue to ad- 
vertise in to reach the dealer—from March, 
1961 through March, 1962. 
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59 E. MONROE ST., CHICAGO 3 


Design Explain Why 


CLASSIFIED BUYING 
DIRECTORY TO 

PRODUCTS ADVERTISED 

A convenient, handy -to-use 
index of products listing ad- 
vertisers manufacturing them 
by page numbers of their ad- 
vertisements. 


CLASSIFIED INDEX FOR 

PRODUCT ESTIMATING 

Table, charts and text for effi- 

cient estimates are indexed by 
roduct category alphabetical- 
y for easiest possible refer- 

ence. 


BRAND NAMES AND 
TRADE NAME DIRECTORY 


A complete alphabetical list of 
brand names and trade names 
of lumber, building materials, 
equipment and supplies in- 
dexed by manufacturer. 


CLASSIFIED BUYERS’ GUIDE 
TO MANUFACTURERS 

AND THEIR PRODUCTS 

A proved, well-used index, long 
a dealer favorite, brought up- 
to-date listing all manufactur- 
ers and products they make 
by product category. 


the number one advertising buy in lumber and building materials 
Financial 6-7788 











IMPORTANT STATISTICS — 
Check Your Schedules Now 


Date of Issue: Published as second March, 1961 
issue March 27, 1961. Display Ad Rates: Regu- 
lar dislay advertising rates apply, except for 
multiple page inserts, which earn special dis- 
counts. See Rate Card or SRDS. 


e Closing date: February 24, 1961 (Ad copy to 
be set should be received at least seven days 
in advance of closing) 


e Classified Display Ad Rates: 
$30 per column inch 
$20 per column inch to advertisers using 
display space in Product Data Sections 


e Closing Dates for Classified Ads: February 
24, 1961 

e Circulation*: 

Total Paid: 27,687 

Retail lumber & building materials dealers; 

23,993 

Building Materials Wholesalers: 2,183 
*A. B. C., Publisher’s Statement for 6 months, 
period ending December 31, 1959 
REMEMBER: advertising in the buying and 
Product Data File earns a Frequency rate in 
combination with your advertising in regular 
issues. 














WALTER PARHAM, president of Moore’s Wholesale Building Supply, Inc., looks upon one of 
company’s five trailer-trucks which handle inter-branch exchange between firm's widely- 
separated cash-and-carry yards. Two more branches open this year. The fox insignia is used 


in all advertising. 


WHOLESALE TO EVERYONE™ 


-- $1 Million Cash-Carry Sales Each Month 


Inventory control, high caliber salesmen, massive newspaper 
advertising, dock-side pickup by customers all help to build 
the Moore network of building materials warehouse-stores 


in Virginia and points north. 


Newest branch opens next month near Hartford, Conn. 


RICHMOND, VA. 

OUR YEARS AGO, Walter Par- 

ham was a 36-year-old lumber 
broker and onetime plywood sales- 
man with an itch to sell building ma- 
terials on a cash-and-carry basis to 
“everyone.” 

He persuaded a group of investors 
that his plan was sure to succeed. 
After all, it sounded ideal—direct 
buying in carloads, sales on a one- 
price cash system to contractors and 
homeowners. He launched Moore’s 
Wholesale Building Supply Co. here 
in June of 1956. 

The trouble was, manufacturers 
weren't so enthusiastic about Par- 
ham’s plan. They wanted to protect 
their wholesalers. Also, to many peo- 
ple cash-and-carry means closeouts 
and seconds, spurious advertising 
techniques. Parham wanted to obtain 


oA 
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the same materials which were sold 
at regular lumberyards. 

Working 7-to-7 with a devoted 
staff, often seven days a week, the 
Moore crew slowly made progress in 
getting brand-name lines. Sometimes 
private labels were substituted. The 
firm finished the first year with sales 
well over half a million dollars. 

The big break came in 1958 when 
the firm opened three branches in a 
span of a few months. 

“From that point on, manufactur- 
ers began seeking us, rather than the 
other way around,” Parham said. 

Branches are now in Newport 
News, Verona, Norfolk and Peters- 
burg, Va. and in Camp Hill, Penna. 
A new unit opens next month in 
Hartford, Conn.; another soon in 
Roanoke, Va., home of the chain’s 
chairman, J. W. Davis. 


Moore’s sell building materials, 
metal products, paints, tools, selected 
hardware, plumbing and heating, ap 
pliances, electrical supplies, millwork, 
laminates, some lumber items and 
plywood. Framing lumber is the new- 
est “department.” 


Almost 70% of sales are in the 
building material field, rather than ap- 
pliances and_ specialties, Parham 
stated. That’s one reason, he said, 
why 60% of sales are to contractors. 


Here are a few reasons for Moore's 

fast-rising success, as told by the 
firm’s executives: 
* Loyal, skilled and well-paid em- 
ployes. Both inside and outside sales- 
men, for instance, get salaries plus 
commissions on every dollar of sales 
and earn from $6,000 to $9,000 a 
year. 

Employe benefits include partial 
payment of hospitalization insurance 
and complete payment for any adult 
educational course desired by a Moore 
employe. 

* Punched-card accounting for com- 


plete and accurate control of inven- 
tory, sales and profits on every tick- 
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Where’s Mr. Moore? 

The name “Moore’s Wholesale” was 
coined solely for the slogan, “Moore’s 
Mean More for Less.” But visitors to 
the firm’s Richmond headquarters al- 
ways ask to see Mr. Moore. 

To oblige, president Walt Parham 
placed “Mr. Moore” in a bird cage near 
the receptionist. As you enter you hear 
a shrill feathered voice speak out: “I’m 
Mr. Moore. Buy More for Less.” 


et. Vice-president Richard McGimsey 
says: 

“Our weekly IBM analysis reports 
gives us the tools for balanced in- 
ventories and cost control. I wouldn't 
hire a retail lumberman as a purchas- 
ing agent—within a week he’d have 
the place loaded with dead materials.” 
* Compensatory pricing—sale items 
have lower margins than other ma- 
terials and specialties. 

* A hefty advertising program, pri- 
marily with full-page newspaper ads, 
plus some TV spots. Almost a half- 
million dollars have been invested in 
advertising so far this year, Parham 
stated. Country weeklies are used ex- 
tensively. 

* Savings from volume passed on to 
customers. Parham declares that al- 
most every item sold today has a price 
tag lower than four years ago, when 
his firm was founded. He backs up his 
claim with examples from price books. 
* A display store in every branch, 
helping people to buy. 

* A formula for 55,000-sq. ft. branch 
warehouse-stores—“neither too big or 
too small.” 

Parham feels that the “bad name” 
of cash-and-carry helps his company. 
“Contractors tell us that people 
warned them that we sell only junk. 
When they find otherwise, we gain a 
lasting customer,” he explained. 

Success. Moore’s try for a 10-time 

(Continued on page 28) 


MOORE'S BRANCH in Camp Hill, Penna., 
(near Harrisburg) below is a prototype of 
new cash-and-carry yards to be added 
to the chain. New units will be about 
50,000 total square feet each, including 
store. 


PUNCHED-CARD SYSTEM is heart of management efficiency at Moore’s Wholesale. 
Data flow in IBM room, above, starts at right on key punches, goes through verifier 
machine in corner; collater; reproduction punch and the IBM 407 accounting machine 
partially viewed in foreground. IBM manager B. S. Holland of Moore's is shown in- 
specting change of control panel on reproduction punch machine. Punched-card sys- 
tem is two years old at Moore's; it’s equipped to handle far greater volume as new 


branches open. 


BUSY DOCK on Saturday at Moore's Wholesale in Richmond, Va., is filled with con- 
tractors and homeowners buying on a cash basis. The same dock is used for delivery 
of materials to warehouse from suppliers and for customer loading. Customers wait in 
large parking lot with own car or truck until their load is ready to pickup at dock. 
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LOOK WHAT DEALERS SAY ABOUT KAISER ALUMINUM 


TWIN-RIB! 


DEALER: Twin-Rib roofing and siding is 
plenty strong enough for many new building 
jobs. (Tests and performance show that Twin-Rib is 
actually stronger than any .019 corrugated or V-crimp 
aluminum roofing.) 


DEALER: The cost of Twin-Rib on any build- 
ing is so low we often sell it as siding in place of 
wood—and wood generally has to be painted. 
(Low cost Twin-Rib saves consumers money and opens 
up more profit possibilities for dealers.) 

DEALER: Twin-Rib is opening up markets 
where aluminum was previously too expensive. 
(You can sell Twin-Rib as a low cost, long lasting re- 
roofing material—it goes right over old wood shingles 
or asphalt roofs that have failed.) 


DEALER: Twin-Rib brings me new customers 
—they like its looks. (Twin-Rib is diamond embossed 
for distinctive beauty and has deep shadow ribs. When 


* NRLDA EXPOSITION * | 
_ Sas NOVEMBED 8 
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SAN FRANCISCO} 

Fabulous San Francisco awaits you! Plan 

to visit the biggest National Retail Lumber 

Dealers Association Exposition ever. 














used as siding, it improves appearance whether applied 
vertically or horizontally.) 


DEALER: With Kaiser Aluminum Twin-Rib 
and Diamond-Rib we now have the two best 
aluminum roofing materials. We sell Diamond- 
Rib for extra strength over wide purlin spacings 
and Twin-Rib for low cost new construction 
as well as re-roofing and re-siding. (Right, and 
remember, Diamond-Rib roofing and siding carries a 
30-year warranty —a real sales plus!) 


DEALER: With extra long 14’ and 16’ sheets 
we can offer our customers a real advantage 
over other metal roofing. (Longer lengths mean 
fewer end laps. Wider sheets mean fewer side laps. 
Metal cost is saved, roofs are tighter.) 


Buy Twin-Rib and Diamond-Rib from your 
Kaiser Aluminum wholesaler today! 


KAISER 
ALUMINUM 


Kaiser Aluminum & Chemical Sales, Inc., 
Building Products Dept., Kaiser Center, 
300 Lakeside Drive, Oakland 12, Calif. 


“Trademark, Kaiser Aluminum & Chemical Corp. 
tTrademark, patent applied for. 
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Advertisement 


NEW PRODUCTS | 


COMBINATION 
STRAPPING UNIT 


Combination Kit 
00-140-—A money- 
saving strapping 
package" includ- 
ing stretcher cutter 
and dispenser—at 
a low-cost package 
price, is now avail- 
able. Write: A. J. 
Gerrard, 414 East 
Touhy Avenue, Des 
Plaines, Illinois. 
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STRETCHER 
and SEALER 


Versatile stretcher for strap- 
ping boxes, cartons, and bun- 
dling of compressible objects. 
Also, easy to operate sealer for use with 
%” strapbinder seals. Write: A. J. 
Gerrard, 414 East Touhy Avenue, Des 


Plaines, Illinois. 
Circle No. 116 on Handy Cover Card 


OVAL STRAPPING 
MACHINES 


Models 2820 and 2840 are available in 
several sizes and styles to meet practically 
every industrial requirement. Write: A. J. 
Gerrard, 414 East Touhy Avenue, Des 


Plaines, Illinois. 
Circle No. 117 on Handy Cover Card 


i ei | 
STRAP AND WIRE 
CUTTER 


Model 503—Dua!l purpose cutter—cuts 
oval strapping, up to %” wide flat strap, 
as well as 14 gauge and finer round wire. 
A valuable tool that quickly pays-for-itself 
in any receiving or shipping department. 
Write: A. J. Gerrard, 414 East Touhy Ave- 


nue, Des Plaines, Illinois. 
Circle No. 118 on Handy Cover Card 
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SALES CONFAB in Richmond store of Moore’s Wholesale between general sales man- 
ager E. L. (Dug) Dugger, left front, and store manager R. D. Nuckols. In background 
you see salesmen working at free-standing stand-up sales counters. After a ticket is 
written, customer pays cash, picks up his order at warehouse dock. 





WHOLESALE to EVERYONE 


(begins on page 24) 





turnover on merchandise investment 
(as distinguished from turnover value). 

“The same measurement must be 
applied to profits, too,” Parham de- 
clared. “What you make on invest- 
ment is more important than a profit 
figure based on a percentage of sales.” 

More than 2,000 items are stocked. 
But not all items are carried in depth. 
“We'll carry bare minimum supplies 
of slow-sellers which are necessary, 
such as #10 common nails,” Parham 
explained. 

The firm doesn’t take contracts, 
control land or engage in prefabing. 
But salesmen take off from lists, will 
assist customers with material selec- 
tion from plan. 

Parham strongly believes that his 
company is successful in creating sales, 
not just taking orders. 

“Our prices and our brands and 


IBM WEEKLY INVENTORY REPORTS are 
delivered to Moore Wholesale's purchas- 
ing director, Richard McGimsey. Each 
product category comes in a separate re- 
port, containing complete sales, inven- 
tory and profit data on every item in all 
branches. 


complete stocks make people buy,” he 
argues. 

Whether those prices actually germ- 
inate desire to build or modernize or 
create wants might be refuted. But 
when you watch the stream of cus- 
tomers in a Moore store, or try to 
get a place along the busy loading 
dock, you'll probably admit that the 
company knows how to create sales 
for itself. 

Perhaps the best analysis of 
Moore’s comes from a conventional 
dealer who told A.L. & Building Prod- 
ucts Merchandiser: 

“I figured a material list for an old 
contractor friend. Later he said to me: 
‘What are you trying to do? Moore’s 
prices are almost $1,000 lower for 
this house list.’ 

“IT explained that we deliver, we ex- 
tend credit, we guarantee every item. 
He replied: 

“Well, I have a truck and time to 
use it. I don’t need credit. And I 
damn well know what I’m getting 
when I’m right there helping to load 
the stuff on my own truck.” 


TELETYPE COMMUNICATION is important 
asset to president Walt Parham and his 
purchasing and sales heads. Inquiries on 
inventory shortages, deliveries and man- 
agement directives are made constant- 
ly between headquarters and branch 
managers. 
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\whetliny) SUPER Channeldrain MADE OF COP-R-LOY BY WHEELING 


gO s 


Buildings last longer when they’re pro- 
tected with Wheeling’s Super Channeldrain 
Roofing and Siding. Here’s why: 

1. Super Channeldrain is made of Wheel- 
ing’s exclusive, rust-resisting Cop-R-Loy 
steel, then both sides are extra-protected with a heavy, 
uniform galvanized coating. 

2. Super Channeldrain has all the strength of steel. . . 
plus full side laps for still greater strength at the places 
where it’s needed most. 


pe  E 


Corrugated Metal Culvert Pipe Wheeling Galvanized Ware fills 


and Fittings are low in cost and 
ideal for all types of farm and 
roadside drainage. 


a wide range of needs both in 
the home and around the farm 
... gives far longer service. 


: 






3. Super Channeldrain has special side 
channels that stop leaks caused by capil- 


lary action. 
ae 2\s ens 





And, finally, Super Channeldrain has 
improved end laps that hold each sheet 
tight against the one beneath. . 


. keep buildings rain- 


proof even during severe wind storms. 

Get the full story on Super Channeldrain 
from your Wheeling dealer. Wheeling 
Corrugating Company, Wheeling, W. Va. 


\\\\ 


Vege 


LeBelle Cut Nails are especially 
suited for flooring and for 
wood furring strips with build- 
ing block construction. 





Cop-R-ioy-44® Roofing is a full 
44” wide — so it covers more 
and lays faster than regular 
corrugated roofing. 


WHEELING CORRUGATING COMPANY - IT’S WHEELING STEEL! 


Immediate delivery on all stocked items from these warehouses: Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, 
Louisville, Minneapolis, New Orleans, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston 


i No 
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GORDON H. MEYES, manager of Wickes Lumber Co. (left) and John Karaffa look 


over building plans in front of new warehouse as it was built adjacent to Wickes’ 
yard near Springfield, Ohio. Karaffa is manager of the company's new plumbing, 


heating and electrical supplies division. 


Wickes Cash-&-Carry Yard Takes On 
Plumbing, Heating, Electrical Lines 


ICKES LUMBER CO., prob- 

ably the most publicized cash- 
and-carry building materials compa- 
ny, continues to expand. It operates 20 
big cash-and-carry outlets in the mid- 
west and New York state. A program 
costing about $50,000 was announced 
last month for the Wickes yard on 
Route 68 a few miles south of Spring- 
field, Ohio. The expansion includes a 
new warehouse for sales of plumbing, 
heating and electrical supplies. 

At the same time work was pro- 
gressing on Wickes’ newest cash-and- 
carry center on U.S. 30 between 
Joliet and Aurora, Ill., on the fringe 
of the Chicago metropolitan market. 

The Springfield, Ohio yard, opened 
in 1955, was one of the first cash-and- 
carry, warehouse-type branches for 
Wickes Lumber, which is a division 
of the Wickes Corp., Saginaw, Mich. 

The new building at the Springfield 
yard has 16,000 square feet of floor 
space. It will feature a 3,600 square 


foot salesroom. John Karaffa is the 
manager of the new plumbing, heating 
and electrical supplies division. 

The company announced that it will 
sell nationally-advertised brands in its 
new division. 

Wickes’ new outlet near Aurora will 
be their fourth location in Illinois. 
Yards are located at Plainfield, Gales- 
burg and Farmer City, Ill. In addi- 
tion, the Wickes branch in Elkhorn, 
Wis., is located to pull business from 
northern Illinois cities such as Rock- 
ford. Wickes also opened a yard in 
Forest Junction, Wis., near Green Bay, 
last year. 

The Aurora unit comes on the 
heels of the company’s Farmer City, 
Ill., yard which opened for business 
only last February and a new branch 
in Waterville, near Utica, N. Y., last 
month. 

The Aurora location puts Wickes 
closer to big-city competition than any 
of their other yards which are located 
in Michigan, Ohio, Indiana, Pennsyl- 


vania and New York. 

Although 50 miles from Chicago, 
the Aurora area is generally considered 
ripe for intensive suburban housing 
developments during the coming de- 
cade. 


Who is Wickes? 


Although the organization dates back 
to 1890, the name Wickes was unknown 
to most lumber dealers until American 
Lumberman published “What Happens 
When a Cash-and-Carry Giant Invades 
Your Market,” October 14, 1957. 

The cash-and-carry lumber division is 
just one of seven major businesses op- 
erated under the name of the Wickes 
Corporation with headquarters in Sagi- 
naw, Mich. Employes in all divisions 
total about 1,800. 

Net sales for the corporation's fiscal 
year ending June 30, 1959 were $94,- 
346,274 compared with $82,831,609 for 
the previous year. Earnings on 1,184,000 
shares was $1.90 per share compared with 
$1.71 the previous year. Net income 
was $2,245,459 compared with $2,027,- 
552 in 1958. The financial statement does 
not indicate the volume or profits of the 
separate divisions. 

Divisions other than lumber operated 
by Wickes are: Wickes Machine Tool 
Div., United States Graphite Co. Div., 
Wickes Boiler Co. Div., Michigan Bean 
Co. Div., Wickes Export-Import Div. and 
Saginaw Grain Co. Div. 

Each division is headed by a divisional 
president and general manager. R. V. 
Wolohan is divisional president and gen- 
eral manager of the lumber division. 
H. R. Wickes is president of the Wickes 
Corporation. 

For the nine months ending March 31, 
1960, the Wickes Corp. reported: 


1960 1959 

Earned per share $1.02........ a-$.80 
Net sales ....76,008,098. .65,360,990 
Net before 

income taxes 3,958,402.. 2,875,195 
Federal in- 

come taxes .. 2,140,000.. 1,455,000 
Net income . 1,818,402... 1,420,195 
Average capital 

shares 1,775,175 .a- 1,776,000 

a-Adjusted to reflect a three-for-two 
stock split on November 17, 1959. For 
the first six months ending last Decem- 
ber 3l1st, net income was $1,396,165 
equal to 79¢ a share compared with 
$1,020,179 or an adjusted 57¢ per share 
in the comparable period of the preced- 
ing year. 








TRIM PRODUCTION COSTS... 


Give better cut-to-size service 


WITH A 





Cross-cutting 4° wide panel on 
Model 483. 


Cross cuts 
Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 











Bennett 


RICHARD C. BENNETT MFG. CO. 
Box 339 
LACEYVILLE, PENNSYLVANIA 


BENNETT 2-WAY PANEL SAW 





by 
HAMILTON LUMBER 
AND SUPPLIES, LTD. 
669 Parkdale 
Ave. North 
HAMILTON, Outarie 


TRADE 


Distributed in 
CANADA 


Ripping a 5’ wide panel on Model 
583. 


Rip cuts 


Cross cuts or rips panels of 


© TILEBOARD @ PLASTICS AND 
© HARDBOARD PLASTIC 
© PLYWOOD LAMINATES 


© ALUMINUM WRITE FOR 
LITERATURE 
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it cuts cleaner...handles easier...when it’s 


A 


GLASS BY AMERICAN-SAINT GOBAIN 


Glaziers and glass dealers are continually discovering 
that they can increase customer satisfaction and their 
own convenience at the same time—by using and selling 
glass by American-Saint Gobain. Famous brands like 
ASG LUSTRAGLASS®, LUSTRACRYSTAL® and LUSTRAGRAY® 
not only offer the best optical quality available in sheet 
glass today . . . they also store easier, handle easier and 
cut cleaner. 

Why? Because every square inch of ASG glass is 
quality-controlled for optimum annealing. This means 
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it won’t scratch from ordinary contacts in storage and 
handling. Yet it responds perfectly to the cutting wheel. 
A good wheel dipped in kerosene will make a perfect 
score every time ... a cut you can run with ease, and 
without waste. 

You can convince yourself in minutes. Call your local 
independent glass jobber, or contact our district office 
nearest you. 

AMERICAN-SAINT GOBAIN CORPORATION, Dept. I-40 
625 Madison Avenue, New York 22, N. Y. 
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Builder Tells Why 
He Cannot Afford 
Cash-and-Carry 


By Sam Slaughter, Jr., President* 
N. R. Construction Company 
New Richmond, Wis. 


HE FULL PAGE cash-and-carry ad in my local 
paper was replete with prices .. . prices. . 
prices! The headlines were sensational and the il- 

lustrations revealing. 

A new cash-and-carry lumber yard had set up 
shop some 40 miles away and was boldly announc- 
ing bargains that appeared to end the buying prob- 
lems for all in need of lumber and building materials. 
That, of course, included me in rather a big way, 
because I was about to start construction on a 
dozen or more houses in a project located less than 
20 miles away from the newly established yard. 

At first the prices seemed fantastically low. So I 
got out the list of materials I would soon be need- 
ing and started to price out the various items. 
Promptly I found it wasn’t as easy as I had expected. 
It was hard to find the prices of the materials I had 
specified . . . materials that were readily identified 
with brand names with which I was entirely familiar. 

I made long searches for things that I hoped would 
be equally good but when I found something that 
seemed to fit, I wasn’t sure that I was right. So I 
decided to continue my investigation at the cash- 
and-carry yard. 

Search continues. No luck. No sooner had I made 
my wants known to one of the several men at the 
sales counter than he reached for the same price list 
I had received and my search, with his faltering help, 
began all over again. I knew what I wanted. He 
didn’t! So we didn’t get very far matching up my 
wants with his prices. 

Finally the list was totaled up and I headed for 
home where I compared the cash-and-carry prices 
with what I was paying my local lumber dealer. 
There was a difference to be sure, but not a sensa- 
tional difference. The cash-and-carry yard was a lot 
lower on three or four items. Somewhat lower on 
several others. Pretty much the same on many. 
When I got all through with my comparison I came 
up with only a nominal saving which could only be 
increased by buying more of the “leaders” than I 
needed. 

All of which added up to the unescapable fact 
that there is a big difference in buying up to a quali- 
ty (as I do) and in selling down to a price, as the 
cash-and-carry does. It’s mighty hard to make the 
lists jibe. 

However, I didn’t give up until I actually put 
down on paper the figure which represented the so- 
called savings. Then opposite it I made a list of the 
services included in my lumber dealer’s price, but 
which I would have to pay for if I dealt with the 
cash-and-carry lumber yard. 

C&C nuisance. | started out with that little matter 


of financing. 1 promptly found that there is a big 
difference between cash on the barrel head and 
paying at the end of the month or as my jobs pro- 
ress. 

. Cash-and-carry means cash before you leave with 
the materials. That calls for figuring up the list, 
making out invoices (1 need three copies), filling in 
the blank check which my bookkeeper gave me. I 
couldn’t do business that way. I pay my dealer as 
the jobs progress and he bills me for each separate 
job. That saves me a lot of time, work, worry and 
helps immeasurably to keep my records straight. 

Next came the cash-and-carry policy of no de- 
liveries. At first it didn’t seem too difficult. 1 had 
my trucks. I said to myself, “I'll send my men after 
the material.” However, it didn’t work. The cash-and- 
carry didn’t always have what I specified but usu- 
ally suggested something just as good. 

That called for a decision on the part of my 
drivers which they were not prepared to make. So 
they called me on the phone. I wasn’t able to decide 
either since it called for a personal inspection— 
something you can’t make over the telephone. The 
end result was completely unsatisfactory especially 
since it required giving my drivers a signed blank 
check to fill in with the amount of the load. It 
couldn’t be done. 

But the really big deterrent in trying to do busi- 
ness with the cash-and-carry was the time and cost 
involved in getting the material from the yard to the 
job. You simply can’t order out everything required 
for the entire job in any one load. You have to 
space it out so that it comes as you need it. Other- 
wise you’re confronted with the problem of what to 
do with such things as the roofing while the struc- 
ture is going up. 

Delivery problem. In doing business with the 
cash-and-carry, you take everything at one fell swoop 
or run back and forth as you need it. I can’t do it 
either way and I don’t have to when I get my ma- 
terial from my local lumber dealer. 

So far, I had considered only two factors in the 
transaction—financing and delivery. Both were in- 
surmountable problems in doing business with the 
cash-and-carry yard. Such was not the case when 
I bought through my local lumber dealer. 

Later I read that there were 23 things the local 
lumber dealer does, which the cash-and-carry yard 
doesn’t. All have a value to me, but I’ve never tried 
to add them all up. 

I only know this. The first two mentioned above, 
financing delivering, far offset the “savings” fea- 
tured by the cash-and-carry. The “savings” sound 
good in the ads but, in my case, they simply didn’t 
work out. That’s why I can’t do business with the 
cash-and-carry. I can’t afford it! 

* Besides being president of N. R. Construction Co., Sam 
Slaughter is associated with Central Lumber Co. of New 


Richmond. Reprinted courtesy Lumber Dealers Merchan- 
dising Institute. 
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NATIONAL LOCK 


HARDWARE 





MEDALIST 

is 

NATIONAL LOCK 
and the trademark 
for outstanding 
value in 

builders hardware 


MEDALIST HARDWARE DIVISION 


NATIONAL LOCK COMPANY 


Rockford, Illinois 
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COMBINATION PRICE LIST AND ORDER FORM for cash-and-carry building materials 
from wholesaler in Atlanta, Ga.; Chattanooga and Nashville, Tenn.; Mobile and Bir- 
mingham, Ala. Lists are mailed periodically to retail lumber and building materials 


dealers. 
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Dealers Buy Cash-Carry from Jobbers. 


Jobber gives these reasons why building materials retailers should buy 
the Moore-Handley ‘‘cash-and-carry way"’: 


. Merchandise priced to afford greatest savings. 
. Complete lines of well known merchandise. 

. Lower inventory costs. 

. Reduced warehousing expense. 


. Faster service. 


BIRMINGHAM, ALA. 
HE MOORE-HANDLEY CO., a 
traditional wholesale supply house 
established in 1882, has opened a 
cash-and-carry division for sales of 
building materials to dealers. The divi- 
sion has outlets in Atlanta, Ga.; Chat- 
tanooga and Nashville, Tenn.; Birm- 
ingham and Mobile, Ala. 

“As everybody knows, cash-and- 
carry is not a new thing in the retail 
field. But we are extending it into the 
wholesale field in this area,” said 
George S. Jackson, manager of 
Moore-Handley’s building materials 
department in Birmingham. 

“This system is common in the 
wholesale grocery and variety store 
fields and is being extended into the 
drug and hardware field. 

“Our new effort is to help the 
independent building materials dealer 
—especially the small concerns—to 
compete with these new and well-or- 
ganized cash-and-carry chains. If we 
succeed in our new system we will 
help the dealer as well as our own 
es a which is a conventional 
wholesale house.” 

Jackson said that to sell on a cash- 
and-carry basis his firm had to make 
certain changes which would reduce 
the dealer’s prices. “This we do in the 
saving on packing, handling, shipping, 
delivery, bookkeeping and _ credit 
work. Each transaction is closed across 
the desk by check or cash to ap- 
proved dealer customers.” 

Convenience. Jackson pointed out 
other advantages to the dealer besides 


the cash savings. “The dealer can get 
his merchandise when he wants it, 
without waiting for regular delivery 
from the wholesaler. Often he can 
combine his own deliveries and pickup 
at our warehouse, carrying a payload 
both ways. He can of course take ad- 
vantage of common carriers to de- 
liver the goods to him, still paying in 
cash.” 

With dealers in large cities expand- 
ing sales to small towns, Moore-Hand- 
ley feels that its cash-and-carry divi- 
sion will help the average retailer sur- 
vive. 

Service. Manager Jackson pointed 
out that when a dealer is set up to buy 


GEORGE S. JACKSON, manager of the 
building materials department, Moore- 
Handley Hardware Co., Birmingham. 
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on a cash-and-carry basis it doesn’t 
mean that Moore-Handley abandons its 
merchandising services. 

“We still have people in our or- 
ganization to work with dealers and 
assist them in buying, stocking, store 
layout, advertising—even in the set- 
ting up of his own books and the 
financial operation of his business,” he 
explained. 

All of the jobber’s warehouses are 
equipped for mechanized handling. 
Dealers drive their trucks up to the 
wholesaler’s docks for fast loading. 

Price list. The key to quick and ac- 
curate purchasing by dealers is the 
monthly price list which is also an 
order form. A sample page is repro- 
duced on the facing page. 

The price list form is mailed to all 
dealers on the jobber’s cash-and-car 
ry list. 

Best sellers on the cash-and-carry 
list are sheathing, gypsum board, tile- 
board, doors, screens, windows, roof- 
ing and paint. 

Other lines sold by the cash-and 
carry division include plumbing sup- 
plies, electrical supplies, glass, heating 
equipment, major appliances, nails, 
range hoods, air conditioners. 

Moore-Handley is pleased with the 
results of its cash-and-carry business so 
far, but is not prepared to say wheth- 
er it will be extended later to lines 
that it carries other than building ma- 
terials. 

Woodrow Wilson is general sales 
manager of the firm. 
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PLENTY OF ROOM FOR EXPANSION is available at Cash-Way, Inc., 
which is currently occupying eight of its 20-acre tract. Spur rail 


track can handle 18 cars. 


Conventional Yard Opens Big C&C 


Veenstra Lumber & Supply expects to lose some business to 


its cash-and-carry subsidiary, Cash-Way, Inc. Will battle 
Wickes, 44 miles away, for business. 


HEN CASH-WAY, INC., 

opened for business this last 
June in Kenosha, Wis., it signalled 
the close of the first chapter in Wis- 
consin’s newest big cash-and-carry op- 
eration. 

This chapter opened when Garrett 
Veenstra, president, Veenstra Lumber 
& Supply Co., Racine, read “What 
Happens When a Big Cash-and-Carry 
Giant Invades your Market,” in 
American Lyumberman, October 14, 
1957. He rushed this issue to his son, 
Charles C. Veenstra, then on vaca- 
tion. 

“This is something we ought to 
have,” Chuck Veenstra told his father 
when he returned. Together they be- 
gan an intensive study of cash-and- 
carry operations throughout the coun- 
try, visiting many of these operations 
and reading this magazine’s exclusive 
accounts of cash-and-carry develop- 
ments in the lumber industry. 

The result of their cooperative 
study and planning is found at Cash- 
Way, Inc. in Kenosha, Wis., located 
10 miles south of their conventional 
yard founded in 1931. 

Little did the Veenstras know when 
they bought 20 acres of land, eight 
of which are now being used for cash- 
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and-carry, that Wickes, the cash-and- 
carry giant referred to above, would 
open a tremendous yard in Elkhorn, 
only 44 miles away. The Wickes move 
failed to alter Veenstras original de- 
cision. 

Delays from the State of Wisconsin 
in securing an exit permit postponed 
the opening, further handicapped by 
extremely bad weather. Highway con- 
struction, which will continue through 
part of 1961 in the area, is expected 
to hurt sales to some extent. 

Nevertheless, sales are running pret- 
ty close to preliminary estimates, says 
Chuck Veenstra, who has set an an- 
nual sales goal and break-even point. 
Because of the handicaps already men- 
tioned, opening costs exceeded expec- 
tations. 

The Cash-Way, Inc. investment, in- 
cluding inventory, runs approximately 
$250,000. The minimum sales goal 
for the first year, Veenstra says, is 
$750,000. Sales are expected to build 
rapidly during the summer and fall 
months while winter is a question 
mark. 

Cash vs conventional. Although the 
Veenstra name is not directly con- 
nected with Cash-Way, Inc. in adver- 
tising or any other way, the fact that 


both yards are owned and operated 
by the Veenstras is well-known in 
contractor circles. 

Operating a conventional yard and 
cash-and-carry outlet by the same 
management, even 10 miles apart, has 
both benefits and disadvantages. Al- 
ready Chuck Veenstra admits losing 
two of his contractors in Racine to his 
cash-and-carry yard. These defections 
were anticipated. In fact, the Veenstras 
have projected a 10%-12% loss from 
their Racine to their Kenosha yard 
this next year. 

Additional customer exposure at 
Cash-Way has resulted in a surprising 
sale of garage packages; a model gar- 
age is exhibited at the Cash-Way yard. 
Garages have been promoted for some 
years at the Racine yard and price 
lists have been worked out affording 
the customer a wide variation in sizes, 
roof styles and other options, so gar- 
ages can be quoted on a packaged 
plan. Materials for 25-30 garages 
have been sold out of Cash-Way al- 


_O8 SPECIAL ORDER ITEMS, a 
@Ali claims for defective material must be made within 10 days 
__Of purchase. _ Ee i ieee 
oA 10% retun will be assessed on all other material 
eAllreturns and « ents must be accompanied by 
the original invoice Thank you 
| Cash: Way ww 


CONDITIONS OF SALE are posted in- 
side store for all to see. 
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PRICES ARE POSTED on major items on the blackboard back of the service counter. 
Newspaper advertising and price-and-product broadsides are also used extensively. 


ready on this basis. No additional 
building packages are anticipated. 

Wickes vs Cash-Way, Inc. Although 
the Cash-Way prices are about 2% 
higher overall then Wickes’ nearest 
yard and most lumber runs $2-$3 
higher per thousand, some items are 
on a par or below the midwest giant 
cash-and-carry. 

Cash-Way’s intention is to discour- 
age customers from traveling the extra 
miles to save little or nothing, if time 
and transportation costs are figured. 

Specifically, Cash-Way claims to 
have picked up a contractor with a 
bill of materials for 12 houses, even 
though they were $22 high per unit. 


Quality as well as low prices is 
stressed throughout Cash-Way’s first 
broadside, an eight-page piece distrib- 
uted to 22,000 boxholders. A printing 
of 40,000 copies of Cash-Way’s next 
price-and-product broadside is  ex- 
pected next month. The broadside has 
this to say about its lumber: 

“Grades such as construction & 
better; Standard and Utility are 
grades recognized by lumber manu- 
facturers and wholesalers. That's the 
way we buy it—that’s the way we sell 


it. No fancy phrases—just plain lum- 
ber language.” 

In addition to the broadside, Cash- 
Way has taken display newspaper ad- 
vertising and daily classified ads in the 
local newspaper. 

Cartage is available on a contract 
basis to customers without trucking 
facilities of their own. This is the 
schedule: 

Min. Per 1,000 bd. ft. % of sale 
$3.50.....34%4% 


% 


*” 30.00 
60 ” 35.00 

Cash-Way is served by a 900-foot 
spur track, which can handle 18 cars 
at a time. The layout includes a 
60’x216’ warehouse with a small store 
and office attached and an umbrella 
shed 26’x204’. 

Cash-Way has drawn customers 
south to Lake Forest, Ill, west to 
Burlington and north to south Mil- 
waukee. 

Despite the early handicaps, the 
Veenstras, father and son, are con- 
vinced that cash-and-carry is here to 
stay and they intend to be a powerful 
factor within their market area. 

They are convinced that dealers 
who get into c&c early stand the best 
chance of survival. Nearby conven- 
tional dealers are feeling Cash-Way’s 
bite already. One promised to meet 
Cash-Way’s prices rather than lose an 
order. Casualties among some of the 
conventional yards in the area are ex- 
pected. 


MAIN WAREHOUSE is 60’x216’ and is integrated with small store, which displays 
hardware, paint, millwork, tile and general building supplies. 





Credit--C&C Under One Roof 


Two small yards experiment with list prices for small 
items and c&c prices for major purchases. 


Whether a yard can operate under 
one roof as cash-and-carry and still 
offer credit is being tried by the 
Dardis Lumber & Fuel Co. with 


Experimentation first at the two- 
man branch in Sturtevant indicated 
that the policy is workable, but it has 
yet to be proven at the company 


in Elkhorn. The Burlington yard has 
five store and yard employes. 

On big items like millwork, Dardis 

products are priced to be reasonably 
competitive with Wickes if time and 
transportation factors are taken into 
consideration by the customer. Cash 
prices on millwork and lumber, for 
example, will run 12%-15% below 
list. Douglas No. 2 & btr sells for $150 
on a charge basis and $125 cash-and- 
carry. 
The Burlington yard serves mainly 
a rural area while the Sturtevant 
yard can draw from a more con- 
centrated population center. However, 
the new Cash-Way, Inc. yard (see 
page 36) has recently opened 10 miles 
away. 

Unlike the average c&c yard, the 
Dardis yards carry many small items 
and sell them at their full list price. 
Their promotion of c&s has also been 
on the conservative side. 

Although the sign being lettered 
above plays up cash-and-carry at the 
Sturtevant yard, the Burlington head- 
quarters has no similar sign. In fact 
the eight-page red and black price 
list, typical of c&c operations, is 
quietly conservative on the subject of 
price. 

Tucked away inside is a note in 
modest-size type: “Sorry, we cannot 
charge or deliver at these low, low 


cash prices.” Emphasis in the broad- 


headquarters in Burlington, which is 
side is on quality and brand names. 


yards in Sturtevant and Burlington, 
16 miles from the Wickes c&c 


Wis. only 
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August 29, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


38 Circle No. 129 on Handy Cover Card 





what's tte PRICEP 


Fir plywood 4” sanded stock remained slumped at $60 per 
thousand square feet, down from $76 a year ago. Evans 
Products Co. and U. S. Plywood Corp. closed down mills and 
industry sources estimate production cutbacks of about 20% 
are necessary to bring plywood supplies into balance with 
sales, hit by lagging demand from home builders. 

Softwood shipments for the first six months of this year dipped 
5.8% from the same 1959 period while orders received slipped 
6.9. However, hardwood shipments rose 5.4% from January 
through June over last year and orders climbed 5.7%. Total 
change for the period from 1959 was shipments off 3.7% 
and orders down 4.6%. 

Redwood shipments in the first six months totaled 274,527,000 
board feet compared with 297,039,000 for the same period in 
1959. First half production of 11 major mills was 305,778,000 
board feet compared with 309,054,000 last year and orders 
totaled 276,761,000 in 1960 against 312,492,000 a year ago. 








Current Retail Price Range 


Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North | East South | West North | West South | Mountain Paoific 
Atlantic Atlantic Atlantic Central Central Central Central 


Leow High Low High Lew High Low High Low High Low High Low High Low High Low High 
$ $ $ $ $ $ $ $ $ 4 $ $ $ 4 $ $ $ $ 


LUMBER: 


Douglas fir: 
Dimension: 
Sed. & Btr. green R/L 2x4 
Std. & Bre. dry R/L 2x4 
Std. & Br. green R/L 2x10 
Std. & Bir. dey 2x10 R/L 
West Coast Hemlock, White Fir: 
Dimension: 
Std. & Bre, dey RAL 2x4 
Std. & Btr. dry R/L 2x10 
Western Pines: 
Boards: 
No. 2 & Btr. dry 1x8 R/L S4S or shiplop 
No. 3 & Bir. dry R/L 1x8 S4S or shiplop 
Southern Pine: 
Dimension: 
No. 2 & Btr. dry R/L 2x4 
No. 28 Bir. dry R/L 2x10 











Boords: 
Mo. 2 & Btr. dry R/L Ix8 S45 or D&M or 
shiplap 





Hardwood Flooring: 

Select Ook 25/32" x 2:4" Plain sowed 

No. 1 Common Ook 25/32" x 214" Plein sawed 
Interior Softwood Paneling: 

No. 2 Ponderosa Pine R/W . , > . § . . b \ hb . ; 135. 
Wood Siding: | 

Redwood Cleer All Heort bevel siding 

3/4" x 10" 

“A” Coder bevel siding 3/4” x 10” 
Wood Shingles: 

Coder shingles 5/2 #1 16" - 5X 


245. 32. 
225. 310. 


16.50 21.50 | 








PLYWOOD: 


Fir, 1/4" DFPA-AD interior give 
Fir, 1/4" DFPA-AC exterior glee 
Fir, 3/8" DFPA-CD sheathing interior give 

Fir, 1/2" DFPA-CD sheathing interior glue , b b hb . 135.35 200, 
Fir, 5/8" DFPA-CD sheathing interior give . \. . 1 135. 5 }. 153.50 230. 


100. 150, 
17, = 170. 
99.75 160. 





MILLWORK: 


Phil. mohogany (Lavon) flush door 

1.3/8"-2-6x6-8 . . i 7.26 9.9% 
Birch flesh doer 1-3/8" — 2-6x6-8 x q 11.25 13.22 
Dowble hung window unit 2-4x4-6, set up, 

qlezed weatherstripped ond belanced x by . q 17.22 2845 





BUILDING MATERIALS: 


Outside white point, first grode A * 7.50 4.77 
84 common steel acils . 4.75 9.90 
Mineral wool insuletion, full-thick bett 5 . 80. 65. 
Ceiling Tile, 12"x12” . 200, 119. 
1/2" insulating building boord le . 130, 68.50 
25/32" inseloting sheothing 157.50 | 122. 
3/8" gypsem wallboard . 60. 50. 
1/8" tempered hardboard 8. 130. 80. 150, 1 
215+ thick butt asphalt shingles 7.25 10.45 6.75 10.25) 


680 9% 
. Ww. 
6. 15. 
150. 210, 


as 


~ESRBBSS- 


105. 

169.50 
70. 

133, 
13.50 
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VINCENT F. CARROLL, Palmetier & Abell Lumber Co., Waukesha, Wis., in front of $2,200 
dining room addition he sold to Mr. & Mrs. Harold Hinz, Rte. 1, Pewaukee, Wis. 


Successful 
Package Sales 


as told by dealer salesmen in Insulation Board 
Institute's contest. 


N22 EVERYONE could win top prizes in the Insulation Board Institute’s 
second Package Salesman Contest. (See A.L. & Building Products Merchan- 
diser, April 25 issue.) However, judging from the scores of entries received from 
retail building materials dealer salesmen all over the United States, package selling 
opportunities abound. 

Here are 25 tried and proved package sales that were entered in the second 
IBI contest. Each sale included some form of insulation board. These ideas come 
from retail lumber and building materials salesmen from Massachusetts to Oregon, 
Minnesota to Mississippi. 

Some are for really big-ticket packages of more than $13,000, others for less 
than $100. Amount of the sale doesn’t matter; the important thing is that sales- 
men more and more are coming to realize that package selling is the modern 
way to help the customer and make money at the same time. 

Arthur A. Hood, chairman of the editorial board of A.L. & Building Products 
Merchandiser, served as chairman of the IBI board of contest judges. H. R. 
Northup, executive vice-president National Retail Lumber Dealers Association 
and S. M. Van Kirk, managing director, National Building Materials Dealers 


Association were co-judges. 
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$2,200 Dining Room 

“I discussed with the Harold Hinzs what they wanted 
in a dining room addition, then drew a floor plan and 
materials list. After getting subcontractor bids, I sold them 
a package job for $2,200.50, including insulation board 
and ceiling tile. It was a pleasant experience to do this 
job for them and they have been well satisfied with their 
new dining room.” 

—Vincent F. Carroll, salesman, Palmetier & Abell 
Lumber Co., Waukesha, Wis. 


$1,505 to $2,272 

“While measuring a kitchen for a wood cabinet job, I 
suggested that we could modernize the entire kitchen at 
the same time. The customer agreed, because he said his 
wife had wanted the job done. 

“To find room for more cabinets with builtin oven and 
range, we replaced an old fashioned window with a smaller 
prefinished one, covered cracks in the ceiling with acousti- 
cal tile and used panel board on the walls. I upgraded the 
package sale from $1,505 to $2,272.92. In addition, I’m 
sure this sale will lead to others in the neighborhood.” 

—Fred A. Klinedinst, salesman, Wolf Supply Co., York, 
Penna. 


Got Labor Profit 


“I was highly pleased when a prospect accepted my 
plan and price for a dining room and bathroom addition 
to his house. Nearly every contractor in this area had 
tried to land the job and failed. 

“We not only made a 30% profit on insulation sheathing 
and other building materials, but we got 10% on labor in 
the package too. The folks like the job so well they told 
all their friends about it and I got several good leads for 
new sales.” 

—Doyle E. Gilliam, salesman, Burton Lumber Co., 
Jonesboro, Ark. 


Tie-in Sales 


“Talking with a contractor, I learned he planned to use 
plasterboard for interior ceiling and walls of a new building 
and plywood as ——- I suggested he could cut his 
building materials load in half and still get better insulation 
and sound-deadening qualities by using asphalt impreg- 
nated insulation board for sheathing and acoustical tile 
for walls and ceiling. 

“He liked the idea and bought $1,800 worth of the 
materials. Then I suggested, since he had room left in his 
truck, that he get his other supplies while at the store. My 
total sale was increased by nine rolls of felt, 32 rolls of 
insulation, oak flooring, doors, builders hardware, a power 
saw and several kegs of nails.” 

—Earlton C. Shannon, salesman, Mt. Hood Supply Co., 
Portland, Ore. 


Precut House Package 


“The Christian Sanatorium at Wyckoff, N.J. wanted to 
use its own labor and construct a residence for one of the 
physicians there. I discussed with them using a split-level 
Weyerhaeuser precut shell and brand name materials. 

“During construction I suggested replacing gypsum board 
ceiling with ceiling tile, upgrading the sale $350. When the 
house was finished, my total package sale amounted to 
$9,277.76.” 

—Richard Butyn, salesman, Stiles Lumber Co., Pater- 
son, N.J. 


House Package 

“In controlling the sale of building materials for a young 
couple, I also gave them advice and kept them informed 
of job progress so there would be no complaints at the 
end of construction. 

“My package sale for materials came to $5,255.43 
including insulation board sub-siding and insulation-backed 
shakes. When it was over, I felt I had done something for 


Mr. and Mr. George Young, Jr., guiding them in planning 
their first new home.” 

—David Boyd, Sr., salesman, Church Hill Lumber Co., 
Inc., Church Hill, Md. 


Acoustical Showplace 


“My most satisfying sale came when plans I submitted 
were accepted fully by a couple building a new home and 
I controlled the sale of all the building materials that went 
into the house. 

“Because J. Perigoni is a high-fidelity equipment sales 
and serviceman, and will use this $21,000 house as a 
demonstration place, acoustical tile was placed throughout 
the house. The sale also led to other ceiling tile jobs.” 

—Joseph C. Diecidue, salesman, Sam Dash & Son 
Lumber Yard, New Orleans, La. 


Upset a Competitor 


“I dug up a ceiling tile that had been discontinued and 
sold it to a contractor on a government building remodel- 
ing job. He was so pleased with us that I sold him $500 
worth of ceiling tile for two stores he was building. 

“This package sale was especially pleasing to me because 
our chief competitor thought he had those jobs wrapped 
up!” 
—Curt Hagar, salesman, United Lumber Yards, Chow- 
chilla, Calif. 


Ceiling Tile Gets Jobs 


“I sold the commander of the local American Legion 
post on remodeling the building using three different 
patterns of ceiling tile. Total order was 13,560 square 
feet for $2,276.40. 

“This was the first package sale I had made. It was 
even more satisfying because I met a lot of fine people 
and developed new leads, one of which is a $5,000 
remodeling job just being finished.” 

—John Gelle, salesman, White River Lumber Co., 
Prosser, Wash. 


Saves Customer Money 

“United Utilities & Specialty Corp. was in the process 
of remodeling and adding new offices. We had been 
trying to sell this firm for the last year, but our competitor 
constantly undersold us. 

“However, on this office remodeling job, he advised 
them to insulate the walls between the executive and 
general offices and quoted a high figure. 

“I showed them how to use plywood walls to a 6’ 
height, then insulate with ceiling tile the rest of the way 
up the wall. It would dress up the partition and cost less. 
United Utilities took my advice and are happy with the 
results. Now they deal exclusively with us.” 

—Benjamin Ginsberg, Bab Supply Co., Winthrop, Mass. 


Package is Easiest to Sell 

“I heard a customer wanted to build a new home, so I 
figured a list of building materials he would need, including 
insulation board, and got bids from contractors on other 
necessary work. He was pleased when I came up with a 
package bid for $13,200. 

“This was my first package sale and proved to me it’s 
the easiest, most profitable way to sell. Ever since then, 
that customer has been our best advertising. As a result, 
I have sold several house and other packages too.” 

—Joe E. Fischer, Weyerhaeuser Co., Mott, N.D. 


Cost-Cutting ideas 


“The manager of Harrington Woods Country - Club 
wanted to have an open beam ceiling with painted knotty 
pine sheathing under insulation board and roofing in a new 
building. I convinced him he would save on paifit, painting 
and carpentry by using wider prefinished roof decking and 
insulation board under the roofing. 

“He appreciated my cost-cutting so much that he gave 

(Continued on page 42) 
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PACKAGE SALES (begins on page 40) 





me a package order for $10,000 worth of insulation 
board, roof decking, sliding glass doors, windows and all 
other building materials used except stone. Since then | 
have sold him materials for three other building or re- 
modeling jobs.” 

—William Lear, general manager, Coleman’s Lumber 
Yard, Burgin, Ky. 


Economy of Quality 

“My most satisfying package sale came about because 
I tried to sell quality over retail price. By showing the 
customer how he would really save in the long run with 
ee insulation board, I made a first sale for 

98.03. 

“However, I interested the buyer in both insulation 
board and ceiling tile. He then bought all materials for a 
Novelty Barn from me and plans to give me future business 
in 20-30 cabins he plans to build at a resort near here.” 

—Jack Hughes, salesman, Lafollette Hdw. & Lbr. Co., 
Inc., Lafollette, Tenn. 


One Package Sells Another 

“I designed a 12’ x 14’ dining room addition to a 
customer’s kitchen and included a sliding door storage 
area in one wall and closed off their utility room. I sold 
all the building materials and labor in the package, includ- 
ing wood cabinets, a snack bar, a wood folding door, a 
14’ x 22’ garage and materials for the room. 

“Adding aluminum combinaton doors and windows 
brought the total sale price to $4,066.57. To cap the 
transaction, the next door neighbor liked the job so well 
that I sold him a package job for kitchen remodeling and 
family room addition for $3,238.42!” 

—Glen Clark, salesman, Construction Materials Co., 
Mattoon, Ill. 


Contractor Service 

“Although a local contractor had committed himself to 
buy asphalt impregnated sheathing from another yard, I 
offered him an ‘extra push’ to make his job run more 
smoothly, so he bought $1,300 worth of the material 
from me. 

“By offering him use of three roller tables so he could 
cut studs to various lengths on the job, it saved him time 
and money and he subsequently bought $3,000 more of 
building materials from me. I’m particularly satisfied, 
because I think this sale will lead to many others with this 
large contractor.” 

—Jack L. Blackwell, salesman, Abrahamson Lumber 
Co., Colorado Springs, Colo. 


Knowledge is Power 

“By taking the time and some expense to make more 
information available to my customer, I got a $650 
package sale for acoustical tile to remodel a hotel. This 
resulted in a steady, satisfied customer, who has brought 
me an additional $10,000 of business. 

“The customer wanted some specific information I 
didn’t have. But I made two long distance phone calls to 
get it for him. He was pleased with the prompt service 
rendered and I subsequently got to sell him other building 
materials.” 

—William Madison Jr., salesman, Johnson Madison 
Lumber Co., Inc., Great Falls, Mont. 


Solves Acoustical Problem 

“My most satisfying package sale of $850 for a small 
remodeling job especially pleased me because of the 
challenge it offered. Others had tried and failed to solve 
the problem involved of deadening sound in a music store. 

“Beneficial results of my package sale were a normal 
profit on both labor and acoustical tile and exterior 
insulation board plus other jobs from the same customer. 


Now this customer and his friends will even wait for us to 
do a job for them rather than take a chance on lower- 
priced but inferior materials and workmanship.” 

—L. B. Phillips, salesman, Carey Lumber Co., Oklahoma 
City, Okla. 


Insulation Board Underlayment 

“T particularly enjoyed a package sale of $610 to con- 
vert a garage into a playroom. I sold wall plank, and 
ceiling tile for economy, noise absorption and elimination 
of painting. 

“I clinched the sale by using insulation board underlay- 
ment over the existing cement to insulate the floor and 
cushion the floor covering.” 

—Irving Apelman, salesman, Sunrise Lumber Co., 
Massapequa, N.Y. 


Packages with Speed 

“Because the customer was impressed with the speedy 
way I designed a kitchen remodeling job for him and 
gave an estimate, he went ahead and had the work done 
right away instead of waiting as he had planned. My first 
design was accepted and it was only three days from first 
contact to closing the $3,200 job. 

“Our yard furnished all labor and building materials, 
including insulation board, insulation, ceiling tile, framing 
lumber, plywood, floor covering, laminated plastic, wood 
kitchen cabinets, hood and fan, oven and range.” 

—F. Elliott Johnson, salesman, Morgan Construction 
Supply Corp., Chesterton, Ind. 


One Job Leads to Many 

“I convinced a cottage owner she should remodel a 
cottage with insulation board sheathing. After it was put 
up, she liked it so well she decided to go ahead and 
remodel all her other cottages with insulation board at the 
same time. 

“Even more satisfying than the $1,200 package sale was 
the fact she believed she could trust us and our judgment.” 

—Oscar Spanswick, salesman, Wilcox Lumber Co., 
Henning, Minn. 


Motel Soundproofing 

“Even though a motel owner had shopped around at 
large stores in a nearby large city, I was able to give him 
information necessary to soundproof partition walls in his 
building. This turned a potential customer into a satisfied 
one and brought about other new business. 

“My original insulation board sale of $925 was increased 
to $4,000 by the sale of metal lath, cement, metal door 
frames, doors and builders hardware, wallboard, insula- 
tion, wall and floor tile, texture paint and eight complete 
bathroom sets.” 

—wWoodrow Estes, O’Malley-Buckeye Lumber Co., 
Buckeye, Ariz. 


Quality Package Sale 

“A man building a new home in a fast-growing com- 
munity came to us and said he wanted to buy top quality 
materials. I soid him on the idea we would work closely 
with his architect and contractor so there would be no 
tie-ups on materials delivery. 

“He bought a $4,000 package of impregnated sheathing, 
ceiling tile and gypsum board and I’m sure we will be able 
to sell a lot of other jobs as a result of this sale.” 

—wN. J. Carter, salesman, Southern Glass Builders Sup- 
ply, Hattiesburg, Miss. 


Convinced the Architect 

“I broke down labor costs on a $100,000 residential 
contract and showed the architect how he could save in 
handling, nailing and applying sheathing. 

“This enabled me to sell the contractor 3,400 square 
feet of insulation board and I was especially happy that I 
could change the architect around to my way of thinking.” 

—Dale W. Hostrup, salesman, East Clinton Lumber & 
Coal, Port Clinton, Ohio. 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


Prefabricated Fireplace Is 
Complete with Own Chimney 


New Uni-bilt wood-burning fireplace Model 5900 is offered 
complete with chimney and exterior housing. In new houses, 
Model 5900 may be installed any time after the studs are in 
place. In existing homes, it is bolted to studs, either flush to 
wall or recessed into it. The prefabricated fireplace is prime- 
coated for finished painting to blend with any decor. 

Uni-bilt’s new complete line brings the warmth of a real 
wood-burning fireplace designed for many areas of a home, 
camp or cottage. Attractive fluted aluminum or stainless steel 
trim on the various models is enhanced by contrasting black 
mesh of the fireplace screen. All models other than the 5900 
are connected to an unused flue or prefabricated chimney 
with 7” diameter smokepipe. 

Market data. Any handyman can install a Uni- 
bilt fireplace in less than a day, says maker. The fireplaces 
are priced as low as $119. They now are available from dis- 
tributors. There is no inventory investment required by a 
dealer. Purchase of a single Uni-bilt fireplace as a display 
model with a four-color fireplace selector chart included puts 
any dealer in the fireplace business. For literature, write to 
Vega Industries, Inc., Uni-bilt Div., Dept. AL, 2022 E. Brigh- 
ton Ave., Syracuse 5, N. Y. 

Circle No. 201 on Handy Cover Card 





Sturdy-Wall 1.” Insulating Sheathing 


New low-cost 4%” Sturdy-Wall insulating sheathing is said 
to save builders as much as $20 per M through elimination 
of corner bracing. Sturdy-Wall is priced below nail-base type 
insulating sheathing and only slightly higher than regular in- 
sulating sheathing. 
It is manufactured in 4’ x 8’ and 4’ x 9’ panels and exceeds 
FHA racking strength requirements for installation with staples 
or nails and without corner bracing. It is not designed for direct 
application of wood or asbestos shingles. 
Market data. Sturdy-Wall sells at the dealer carload list 
price of $65.50 per thousand square feet. It is available from 
building products wholesalers. It is an ideal item for sale to 
contractors and home manufacturers. For literature about 
new Sturdy-Wall Insulating Sheathing, write to The Celotex : 
Corporation, Dept. AL, 120 S. LaSalle St., Chicago 3, Ill. | oTURDY~WaAL! 
Circle No. 202 on Handy Cover Card . ' . 


For more facts, use 
handy back cover 


coupon. 





(For more new products, see page 44) 
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NEW PRODUCTS 


(begins on page 43) 





Wash Safety Tilt 
Windows Indoors 

Safety Tilt windows are easily installed 
by a homemaker to any existing or new 
double-hung wooden windows, says mak- 
er. Windows can be raised convention- 
ally or tilted up to 90% open even with 
storms, screens or air conditioner in- 
stalled and outside panes washed in- 
doors at waist level, it is said. 

Pulleys, weight and cords are replaced 
by spiral balances. The bottom hinges 
have lamitex fibre washers, which hold 
them in tightly in any tilt position. In- 
terlocking Sharon Galvanite hardware on 
sash sides assures weathertight protec- 
tion. 

Market data. The Safety Tilt Window 
is an ideal item for sale to both do-it- 
yourselfers and contractors. Write to 
Safety Window Hardware Corp., Dept. 
AL, 254 Flushing Ave., Brooklyn 5, 
N. Y. 


Circle No. 203 on Handy Cover Card 


Gold Dominates Newly 
Developed Miratile Line 


Miratile Mfg. announces a new Gold 
Tone line of 4 x 8’ x %” Melamine 
Plastic-Finished Wall Paneling. The new 
line is available in 16 patterns and col- 
ors, including classic, traditional and con- 
temporary designs plus wood grains and 
solids along with complementing gold 
moldings. 

Miratile is ideal for use in bathrooms, 
kitchens, recreation rooms, offices and 
stores or in any room or building re- 
quiring durable interior wall and ceiling 
surfaces, maker states. Its hard Melamine 
surface is said to be impervious to nor- 
mal scuffs and scratches. Alcohol, ink, 
crayon and other stains wipe off with 
damp cloth. 

Market data. Suggested retail price of 
the new Gold Tone line is 46¢ per square 
foot. Retail markup on cost is 50%. It is 
available from distributors. It is an idea! 
item for do-it-yourself and contractor 
sales. There is no minimum dollar in- 
vestment required by a dealer. Sales aids 
include floor and counter displays. Lit- 
erature will be available soon. Write 
Miratile Mfg. Co., Dept. AL, 8201 S. 
Wallace St., Chicago 20, Ill. 

Circle No. 204 on Handy Cover Card 





A New Wallboard Cleat Saves 
Builders up to $15 Per House 


A new Wallboard Cleat for easier and 
more economical installation of dry wall 
on walls and ceilings is announced. It 
can save builders up to $15 per house, 
maker points out. Use of the cleat elim- 
inates the need for non-structural studs 
or nailing strips, It saves on labor costs, 
too, since cutting, fitting and nailing 
strips in interior corners of rooms, closets 
and ceilings is no longer necessary. 

The cleats are designed for use with 
¥%” and 4” dry wall. In their application 
to ceiling, wall or in closets, the cleats 
are hammered into position and then se- 
cured with nails. Next the wallboard is 
positioned, secured to joists or struc- 
tural studs and nailed into the cleats. 

Market data. Price of the cleats to 
builders is 5¢ each. They are available in 
boxes of 400 (weight, 14 pounds, 8 
ounces); 1,600 to a case (weight, 58 
pounds); and 4,000 to a barrel (weight, 
146 pounds). They are primarily items 
for sale to contractors. Write Sargent 
& Co., Dept. AL, 40 Water St., New 
Haven 9, Conn. 

Circle No. 206 on Handy Cover Card 


Clip-Strip Installation System Is Faster, Cheaper 


For more facts, 
use handy back 
cover coupon. 


A new lightweight, metal strip that 
simplifies the application of Gold Bond 
wood fiber ceiling tile is announced by 
National Gypsum Co. It eliminates fur- 
ring strips. Just nail or staple the handy 
metal strips direct to rafters or old ceil- 
ing. Then slide tiles into place perma- 
nently without nailing or stapling. 

Designated the Clip-Strip System, it is 
said to cut installation time by 50% and 
also save on materials costs. 

Market data. Outstanding displays 
showing the new timesaving Clip-Strip 
System are available to dealers. A Big 
Top promotion, based on a circus theme, 
is outlined in a special merchandising 
kit with all details for a dealer’s local 
tiein program. 

A free Do-It Kit available to do-it- 
yourselfers (see photo, right) includes 
how-to instructions, chalk line and chalk. 
And for the kids: top hat, _ 
moustache and circus cutout book. 
tional Gypsum Co., Dept. AL, 325 Dela. 
ware Ave., Buffalo 2, N. Y. 

Circle No. 205 on Handy Cover Card 
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£asy Wall Partition & Paneling Reduce installation Costs—————_—_— 





New Easy Wall Partition a and matching paneling are 
both manufactured in 2’ x panels, prefinished with wood 
grain in either Cherry Mocha, a dark brown, or Cherry Mist, 
a silvery gray. A washable vinyl finish provides a mintenance- 
free wall that will not stain or fade, Simpson announces. 

Each 1%”-thick partition is faced on both sides with durable 
wood grain hardboard. A thick, rigid core of insulating board 
provides a completely finished wall with high heat and sound 
insulation value and exceptional strength. 

To assemble a new wall using the partitions, 2” x 15*” plates 
are nailed to fioor and ceiling. Partitions slide easily into place, 
are joined with 42” x 1%” x 8’ plywood splines to assure joint 
rigidity, then trimmed at top and bottom with finish molding. 
Plywood splines and plates are packaged with partition. The 
%”-thick Easy Wall Paneling is hardboard faced one side in the 
same wood grain finishes and backed with 4%” insulating board. 
It may be stapled for fast assembly to furring strips over studs. 

Market data. Easy Wall Partition is expected to retail at 
95¢ per square foot; Easy Wall Paneling, 38¢ a square foot. 
Both new Simpson products are ideal items for sale to do-it- 
yourselfers and contractors. Write Simpson Logging Co., Dept. 
AL, 2041 Washington Bldg., Seattle 1, Wash. 


Circle No. 207 on Handy Cover Card 





Has New Aluminum Awnings 


Aluminum awnings designed with em- 
phasis on a light, graceful appearance 
through use of horizontal step-down 
sheets and streamlined support structure 
are announced. 

Finish is of permanent enamel, which 
will stay bright almost indefinitely and 
is claimed not to crack, chip or peel. 
Support structure is light, carefree ex- 
truded aluminum for extra strength. 

Market data. Made of Alcoa aluminum, 
the awnings are available in white, black, 
chesterfield cream, jonquil yellow, cadet 
blue, dove gray, pagoda red, terra cotta, 
pastel blue, mocha tan, pink, light, dark 
and pastel green, or any combination of 
these colors. Sales aids include litera- 
ture now available without charge upon 
request from Season-All, Dept. AL, 
Route 119, Indiana, Penna. 

Circle No. 208 on Handy Cover Card 


Wrap-Around Window Forms 


Design of the new Wrap-Around Win- 
dow Form is said to permit one man, 
in three easy steps, to assemble the form 
around any standard size basement win- 
dow in a matter of seconds. The Wrap- 
Around Form and Head Section assures 
an attractively cased window opening 
of durable primed steel, perfect window 
operation and eliminates costly time of 
cleaning, oiling, hauling and storing the 


old-fashioned type pouring form, says 
maker. 

Market data. Wrap-Around Window 
Forms are available in three standard 
basement window sizes to fit poured 
concrete or block wall thicknesses of 
7%”, 8”, 9”, 9%” or 10”. The forms 
are shipped flat, saving freight costs and 
warehouse space. They are ideal items for 
contract sale. Write Rolite Manufactur- 
ing, Inc., Dept. AL, Newell & Cambria 
Sts., Lancaster, N. Y. 

Circle No. 209 on Handy Cover Card 


Printed Circuit Antenna Gives 
Outdoor Reception Indoors 


A flexible printed circuit antenna, 
which can be stapled to the attic floor 
or joists of the home or under a rug in 
the upper level of a home is announced. 
It is part of a built-in antenna system 
also including a TV-FM amplifier and 
plug-in antenna outlets for various loca- 
tions in the home. 

The manufacturer has developed a 
silver printed circuit duplicating on a 
6’ x 2%’ sheet of flexible material the 
reception characteristics of an outdoor 
antenna. 

Market data. Development of the new 
Magic Carpet Antenna enables a home- 
owner to plug several TV-FM sets to 
one antenna and avoid the maintenance 
and unsightliness of outdoor antennas. 
The built-in antenna system is an ideal 
item for sale to contractors and home- 
owners. Write Jerrold Electronics Corp., 
Dept. AL, 15th & Lehigh Ave., Phila- 
delphia 32, Penna. 

Circle No. 210 on Handy Cover Card 
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Develops a Weatherproof 
Building Paper 


New Fiextex 600 Building Paper fills 
the need for a sheathing paper strong 
enough to span studs and to withstand 
wind, rain, sleet and hot sun until fin- 
ished siding can be applied. It is coated 
with a special plastic, which allows the 
material to “breathe.” The paper is 
waterproof but not moisture-vapor 
proof and will not trap moisture or act 
as a vapor barrier, says maker. It can be 
held in place with staples. 

Flextex 600 is strong, lightweight, 
easy to handle on the job or in prefabri- 
cation. Its value has been proved by 
two years of testing and use at Levit- 
town, N. J. and it has FHA acceptance, 
maker announces. 

Market data. Standard put-up for Flex- 
tex 600 is in 48” x 100 yard rolls, 
enough for an average one-story house. 
Cost runs about %2¢ per square foot. 
Write Charles J. Slicklen Co., Dept. AL, 
45-51 Davis St., Long Island City 1, 
Noc¥ 


Circle No. 211 on Handy Cover Card 


Patterned Glass 


A new selection of 26 patterns in 
decorative, rolled or wire glass is an- 
nounced. Made in Britain, the new pat- 
terns transmit varying degrees of light 
while providing privacy. Brochures are 
available from the exclusive U. S. sales 
agent showing the patterns in full scale. 
Write to Libbey-Owens-Ford Glass Co., 
Dept. AL, 811 Madison Ave., Toledo 3, 
Ohio. 
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First Ford Fork Lift Is Introduced 


The newly-announced Ford Fork Lift is equipped with either 
a gasoline or a diesel engine of 172 cubic inches displacement. 
It is offered with four stacking heights, 10’, 12’, 16’ and 21’, 
and two and three-stage masts. Loads of 4,000 pounds can be 
handled by the 10’ and 12’ lift trucks. Adjustable forks or 
42” and 60” faceplates are available for handling bulk ma- 
terials and all standard size pallets and skid boxes. 

Unusual features include a low center of gravity, with a 
height of under 8’ to top of protective cab, power steering, 
excellent wheel flotation on uneven or wet ground. Mast can 
be tilted hydraulically 642° forward and 1342° backward and 
the load can be shifted 6” from side to side by lateral move- 
ment of the forks. Although low enough to be used indoors, 
the unit’s traction and handling characteristics make it primari- 
ly an outdoors, rough-terrain hauler. 

The new Series 4,000 Ford Heavy-Duty Fork Lift is the first 
lift truck to bear the Ford name. It will be sold and serviced 
by 2,500 dealers of Ford tractors and equipment. Tractor and 
Implement Div., Ford Motor Co., Dept. AL, Birmingham, 


Mich. 
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A Battery-Powered, Plug-In 
Emergency Light Available 


A new emergency light approved by 
UL as a power failure operated lan- 
tern has a special relay unit which 
plugs into any standard 119-volt, 60- 
cycle alternating current electrical out- 
let. The relay turns on the lantern if 
the AC power fails, providing strong 
lighting. Twin 6-volt batteries assure 
more than 15 hours of continuous op- 
eration. 

Price of the lantern, complete with 
battery and mounting bracket, is $20.25. 
Replacement batteries are priced at $2.- 
75. No special installation is required 
for the lantern, since mounting bracket 
can be fastened to any flat surface with 
two screws. Light can be beamed in any 
desired direction by adjusting the light- 
head, which turns in a full circle later- 
ally and moves up or down 135°. By dis- 
connecting the relay unit from one 
electrical outlet, the lantern can be con- 
verted into a portable light. Burgess 
Battery Co., Div. of Servel, Dept. AL, 
Freeport, Ill. 

Circle No. 214 on Handy Cover Card 
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Speeds Application of 
Thin Brick Veneer 


Jointmaster provides a rapid and in- 
expensive means to apply Thin Brick 
Veneer. Its ease of operation means per- 
fectly formed joints at the rate of 250 
bricks per hour with minimum experi- 
ence, says maker. 

Rams and dies are available for con- 
ventional, Norman, Roman or any spe- 
cial size Thin Brick. Rams can be set 
for two, three, four or five-brick pallets. 
Foot treadle action is said to eliminate 
95% of the hand work formerly necessary 
for tuckpointing and produces a mortar 
joint of uniform waterproof density with 
no cavities. There is no clean-up time 
required in making the veneer competi- 
tive with other forms of siding. Special 
cement butter bonds the Thin Brick to a 
wire mesh sizing without need of foun- 
dations. 

Direct sale, lease, rental/purchase and 
time-payment plans are available from 
manufacturer. Retail price of the Joint- 
master is $485. Write Ernest E. Hinton, 
Inc., Dept. AL, Sellersburg, Ind. 

Circle No. 215 on Handy Cover Card 


A New Hoist Platform 


A heavy-duty aluminum ladder with 
safety shoes is the base of a new hoist 
platform to elevate building materials. 
Hoist motor supplies power to raise and 
lower the platform. Loads up to 200 
pounds can be handled with one man at 
the foot of the ladder operating the pow- 
er unit. 

When a load reaches the top, a hinged 
gate on the back drops down, allowing 


Drors PLATFORM 


load to slide down an inclined angle 
guide onto roof or into building. One 
man can handle assembly of the separate 
platform, angle guide and power unit at 
job site, says maker. Unit is available 
in gasoline or 110-220 volt electric pow- 
er. Literature may be obtained by writ- 
ing to Reimann and Georger, Dept. AL, 
1875 Harlem Rd., Buffalo, 12, N. Y. 

Circle No. 216 on Handy Cover Card 


Ah-h-hh.. Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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new SALES AIDS 


Pa =e 


Puts Copper Armored Sisalkraft 
in Easy-To-Use Cartons 

A_new carton package means easier 
handling, more uniform and convenient 
storage and better protection for Copper 
Armored Sisalkraft. Weights and widths 
are printed in color on each package for 
easy identification. 

Used for concealed flashing, water- 
proofing and decorative purposes, Copper 
Armored Sisalkraft is available in one, 
two and three-ounce weights of pure 
copper per square foot and in assorted 
roll weights up to 60”. All weights and 
widths are available in the new cartons. 
American Sisalkraft Corp., Dept. AL, 
55 Starkey Ave., Attleboro, Mass. 

Circle No. 217 on Handy Cover Card 


Promotes Parquet 
Vinyl Floor Tile 


A new. point-of-sale counter and win- 
dow display now available to dealers 
promotes the sale of Parquet Custom 
Vinyl Cork Tile. It includes a 6” x 6” 
sample and full-color photograph of a 
room corner with the tile installed. Write 
to Armstrong Cork Co., Dept. AL, Lan- 
caster, Penna. 

Circle No. 218 on Handy Cover Card 


Siding Estimator 


A new pocket-size Redwood Siding 
Estimator, covering four standard red- 
wood patterns, shows the amount of 
siding, in various nominal widths, needed 
for each square of wall coverage. Siding 
quantity is expressed in both lineal and 
surface measure. The Slide-rule estima- 
tor also computes the quantity of nails 
needed per square of wall covering and 
enables an accurate estimate of costs 
based on local prices. 

Charts show suggested nailing methods 
and suggested nail sizes for the standard 
patterns covered by the estimator, in- 
cluding bevel, bungalow, tongue-and- 
groove and drop sidings. 

Sample Redwood Siding Estimators 
may be obtained free, additional estima- 
tors at cost, from Dealers Service Lib- 
rary, California Redwood Association, 
Dept. AL, 576 Sacramento St., San Fran- 
cisco 11, Calif. 

Circle No. 219 on Handy Cover Card 
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You'll turn a pretty profit when you 
suggest “SCOTCH” BRAND Masking 
Tape with every paint sale. 





SCOTCH IS A REGISTERED TRADEMARK OF THE 3™ CO 
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No. 1 SELLER 


(>) Mix-N-Mezeur 
PAINT POT 


FEATURES 
Seam: Lov 


Heavy Ga 


Write for catalog. 


HOWARD HARDWARE PRODUCTS, INC. 


Newark 8, New Jersey 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25¢ per word for each consecutive 
insertion. Minimum charge of $1.25 


per line 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 














BUSINESS WANTED 








BUSINESS OPPORTUNITIES 














Will consider buying established retail lum- 
ber yard in the state of Ohio. Has your 
lumber business returned sufficient profit 
to pay for the invested capital and work? If 
not and you desire to sell, write Box N-39 
American Lumberman & Building Products 
Merchandiser. 





BUSINESS FOR SALE 











For Sale—Retail lumber yard in a growing 
community—illness reason for selling. Janke 
Lumber Yard, Butler, Indiana. 





FOR SALE: Posdwerking manufacturing 
plant majoring in Redwood furniture, louver- 
ed doors, and builder’s supplies. Reasonable 
lease on the 33,000 sq. ft. building at $350.00 
a month. Fully equipped and a going busi- 
ness. Sebring, Florida Air Terminal Building 
No. 70. Write Brandt's Wood Products, Inc., 
P. O. Box 704, Lake Placid, Florida. PRICE: 
—$65,000.00. TERMS. 





Completely equipped cabinet shop and build- 
ing material business in central Wisconsin. 
Land, buildings and equipment, $17,500. In- 
ventory approximately $20,000. Address Box 
N-42 American Lumberman & Building Prod- 
ucts Merchandiser. 





BUSINESS FOR SALE 


New Self Service Retail Store on approxi- 
mately 4 acres located in Central Jersey. 
Lumber, Hardware, Paint, Remodeling Dept., 
LuReCo. Fab. Dept., Sanford Truss Mfg., 
Complete home erection. Address Box N-45 
American Lumberman & Building Products 
Merchandiser. 





LUMBER FOREMAN—Experienced lumber 
yard foreman for suburban lumber yard on 
north side of Chicago. Must have knowledge 
of lumber tallying, loading of trucks, super- 
vision of several yard personnel and lumber 
inventory. Also handling consumer and con- 
tractor trade. Knowledge of handling lift 
trucks also important. Reply in own hand- 
writing stating qualifications. All replies kept 
strictly confidential. Good salary and ex- 
cellent opportunity for right man. 

Address Box N-41 American Lumberman and 
Building Products Merchandiser. 





SITUATION WANTED 











Experienced retail Lumberman, estimator, 
hardware salesman desires position Montana, 
or Northwest. Eleven years experience with 
present line yard employer. No objection to 
travel. All replys answered. Address Box 
N-44 American Lumberman & Building Prod- 
ucts Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











West Coast Manufacturer seeking factory 
representative with good fellowing of well- 
rated builders, component fabricators or fur- 
niture and cabinet manufacturers to handle 
complete line of pre-cut lumber for trusses, 
wall panels or other building components and 
pre-cut plywood for gussets, siding, furniture 
or cabinet stock. State past experience, pres- 
ent lines handling and expected commission. 
Address Box N-48 American Lumberman & 
Building Products Merchandiser. 
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FOR SALE 


Wholesale Millwork Company in Middle At- 
lantic Metropolitan area selling nationally 
advertised lines, to lumber yards in five 
states. Consistently profitable operation over 
a period of many years. Expansion of other 
interests reason for selling. Address Box N-46 
American Lumberman & Building Products 
Merchandiser. 





BUSINESS OPPORTUNITIES 











This is your po nme to —_ by our 25 
ears in the fast hate J ome Manufac- 
ring Business. rite for Franchise and 

Sevice Brochure. 

Ivon R. Ford, Inc. 


McDonough, N. Y. 





Southwestern distributor moving to new 
yard and warehouse wants light fabricating, 
manufacturing or assembly operation for 
vacated 16,000 sq. ft. warehouse and show- 
room, dress Box N-35 American Lumber- 
man & Building Products Merchandiser. 


For Sale—At Columbus, Ohio, former whole- 
sale lumber warehouse property: has siding 
through center of warehouse. Track outside 
of building can handle ten cars. Outside stor- 
age and movement area about 80,000 sq. ft. 
separate office building and two sidings. 
Property has easy access to main traffic 
ways. Just vacated through consolidation. For 
details—consult Ed M. Dawson, Realtor. 5 E. 
—— 5 aia Columbus, Ohio. Phone—Capi- 
tal 8- z 





BUSINESS OPPORTUNITY 


You now can profit by our 25 years of ex- 
perience developing one of the most com- 
plete and mechanized methods of prefabri- 
cation in use today. Write for Franchise & 
Service Brochure. 


IVON R. FORD, INC. 
McDonough, N. Y. 





Lumber and Building Supply Yard estab- 
lished 35 years ago, excellent money making 
record. Sell or lease buildings and land. Lo- 
cated in N. Y. Metropolitan area. Present 
owner wishes to retire. Rare opportunity. 
Address Box N-47 American Lumberman & 
Building Products Merchandiser. 





MACHINERY FOR SALE 











For Sale—One 512 HP B&W Straight Water 
Tube Boiler spegrete with all necessary 
extras, in excellent condition. Contact Aho- 
nen Lumber Company, Ironwood, Michigan. 





MACHINERY FOR SALE 


Vance Planer and matcher #66. 
Caterpillar D315Y Diesel Power unit. 
Ireland sawmill #8 complete with D318X 
Diesel power unit. 

All are in excellent condition, Priced to sell. 


IVON R. FORD, INC. 
McDonough, N. Y. 





FOR SALE—Three Snow Fence or Corn Crib 
Machines, portable. Can be used for wood 
slats, cribbing or manufacture of woven wire 
picket fencing for yard or garden. Write for 
prices. Address Box N-43 American Lumber- 
man & Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 











EVERY OTHER WEEK... 


Keep in mind that this magazine is published EVERY OTHER WEEK—not just once a 
month. It therefore can and does keep you right up to date on changing sales, mar- 
keting and management methods. It will give you fresh viewpoints and new inspira- 
tion to better your knowledge of WHAT TO DO and HOW TO DO IT. 
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‘‘Have You Overlooked This?”’ 

The following manufacturers were carried 
in the August 15 issue of American Lum- 
berman & BPM and are listed with 
their inquiry numbers for your convenience. 
Use the Handy Cover Card for more infor- 
mation. 


Acme Quality Paints, In 78 
Complete dealer kit designed to sell Acme 
Quality Latex house Paint offered. 
Included are ad mats, POP displays, and 

a special latex lapel ribbon. 


Acme Steel Co. 
Acme offers examples of how major com- 
panies use Acme Steel Strapping. 


Archer-Daniels-Midland 79 

A copy of “ ‘Pol-mer-ik’ Painting Pointers” 

offered free. Also get details of ‘“‘Pol- 
mer-ik’s” Positive lling Program. 


Borden Co. P 42 
Offers new ry r Fun” bookiet “to” help 
sell Elmer’s Glue-All. 


Bruce Co., E. L. 
Sales helps and complete information 
available on Bruce Pre-finished Flooring. 


Burroughs Corp. 
New coomentinn efficiency with Burroughs 
automation equipment. Write for details, 
action—and results. 


Continental Steel Corp. 55 
Get the facts about Continental. “Brytite’’ 
ornamental lawn fence is only one of 
the 83 steel products available from this 
one convenient and reliable source. 


Deniston Com y 60 
Literature and price information available 
on ‘“Lead-Seal” metal roofing nails. 


Dodge Corp., F. W. 62 

Free booklet offered—‘How Material and 

Equipment Firms Get More Business in 
New Construction.” 


Du Pont de Nemours & Co. Inc., E. L 66 
New “Duco” Anti-Rust Paints—protection 
for all metals, inside and out. 


Flintkote Co. 

Get particulars and literature on the Flint- 
kote line of Ceiling tiles; for example 
new “Skyline” and “Crevatex” acousti- 
cal tiles. 


Formice Corp. 96 
ffers free sample of Formica Flakeboard 
for dealers to test. 


Frantz Mfg. Co. 
Request complete literature on 
garage doors. 


“Filuma” 


Georgia-Pacific 
Circle #76 on back cover card to secure 
fuil information on G-P mixed cars of 

fir lumber. 


Graham & Co. Inc., John H. 
Merchandising rack offered free with 
= of King Cotton Cordage nylon 
cord. 


Hertz Truck Lease 68 
Get a copy of this Hertz booklet—‘‘How to 
Get Out of the Truck Business.” 


Inland Steel Products Co. 50 
Price lists available on Milcor’s broad line 
of metal building products. 


Insulite Div., 
Minnesota & Ontario Paper Co. ......... 97 
Samples, literature, and information on 
“Fissurlite” ceiling tileboard supplied 
upon request. 


Long-Bell Div., International Paper Co. 
Write for information on complete line | 
lumber products and plywood. 


Medford Corp. 

Medco’s wide range of products will meet 
all lumber needs. Write for the name of 
your nearest “Medco” representative to 
get full particulars. 


National-American Whse. Lumber Assn. . 75 
Your National-American Wholesaler will 
supply ideas and help make National 
Forest Products Week profitable for 
lumber dealers. 


National Retail Lumber Dealers Assn. .. 104 

The 7th Annual Building Materials Ex- 

osition will be held in Sen Francisco 

ov. 13-16. Write for registration and 
reservation forms. 


Nova Sales Co. 90 

Literature and specification data offered 

on Nova Vista-Lux (‘‘Fiberglas’’-Rein- 
forced) Panels. 


Pacific Lumber Co. 7 
Palco supplies details on “Palcote” mill- 
primed redwood. 


Pittsburgh Plate Glass Co. 80 
Pittsburgh announces a perfected latex 
house paint. Write for details today. 


Quaker State Metals Co. 67 
Furnishes details on their new, complete 
line of rain-carrying products. 


Reflector Hardware Corp. 
Spacemaster—the all-metal island mer- 
ogi unit. Write for current cata- 
ogs. 


Ruberoid Co. 
To find out about Ruberoid’s a new 
floor tile, use handy cover card. 


Sensenich Corp. 
Illustrated bulletin listing specifications 
and sizes for the full line of Sensenich 
Woodenware offered free. 


Sterl Factories 
Supplies complete catalog and prices on all 
Sterling Factories aluminum products. 


Twin-Tilt Truck Co. 
Details and prices on request for “Twin- 
Tilt” trucks with “Swingard” safety at- 
tachment. 


Universal — aenent, 
Div. of U. 
Write hy (ES on Atlas masonry 
cement and the “‘new look” of concrete 
blocks 


Waltizinger, Inc. 
Free literature and price information 
available on all Waltzinger lines includ- 
ing “‘Louv-a-Lure” bi-fold doors. 
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12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 


© must ac pany order 





QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, II. 

















You'll learn 
the way to... 





Follow Art Hood's ‘‘Management”’ 
Series in Each Issue of A.L. 
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REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 


with an 
R-B ROLL-OFF 
_truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 


Circle No. 131 on Handy Cover Card 





Building Men 


MANAGEMENT WORKSHOP-IN-PRINT 


By Robert W. Murphy 






































How do you train him? 

There he stands before you, 

Clean and lanky, 

With a look of bright morning on his face. 
Appealing 

In the way that morning is, 

And youth is, 

And the hopefulness of youth. 


And then you realize 

The awful responsibility 

That is yours 

To train. 

To train and build, 

And nurture and lead. 

You realize how much of business is training. 
How much of modern industry is building men, 
Inspiring men, 

And leading them to achievement. 


Well, here is good timber 
But what are you going to build of it? 
And how do you go about the building process? 


This is the answer: 
You give him of yourself. 


Urge him learn his craft of course. 
And learn it well, 
Whatever it is—law, accounting, engineering. 


Tell him he must labor hard, to learn it well. 
That, of course. 

Goad him to dip into classic tomes 

And newer letters 

To touch base often 

In academic halls 

And move about in tasks foreign and unfamiliar. 


But this young man needs more. 
Judgment he needs, 

And understanding, 

And maturity. 


For these, he looks to you 

And you must give them to him. 
Let yourself rub off on him. 

Let him sit beside you as you work, 
To work with you, 

To study with you, 

To be perplexed with you, 

To analyze with you, 

And to dream with you. 


Give him the impossible task to do, 

The unanswerable question to answer. 

There is no better way to train — 

Whether you be Socrates training Athenian youth, 
Or an American man of business 

Teaching some young hopeful the craft of management 
In mid-century industrial America. 


“Reprinted by permission from THINK Magazine, Copyright 
1960 by International Business Machines Corporation.” 
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|“ EVERYTHING HINGES ON HACER !.” 


C. Hager & Sons Hinge Mfg. Co. © St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited « Kitchener, Ontario 


Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 














Circle No. 132 on Handy Cover Card 


Stay Competitive... 
Use This Handy 


Cover Card... 


to get details fast on the latest new product 
sales aids, equipment and helpful literature. 





Kasiest to use - 


Keep the card folded out as you go through tl 
magazine. Circle the numbers on items useful fe 
your business. 

Mail the completed card and we will rush tl 
inquiry to the manufacturer. No postage is r 
quired. 


SS “© . . * ~w— — o — 2 — — + — 0 — ee 


This card good until December 1, 196 


Advertised Products 


August 29, 19 
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79 80 81 82 83 84 85 86 87 88 89 90 
92 93 94 95 96 97 98 99 100 101 102 103 1 
105 106 107 108 109 110 111 112 113 114 115 116 1 
118 119 120 121 122 123 124 125 126 127 128 129 1 
131 132 133 134 135 136 137 1386 139 140 141 142 1 
144 145 146 147 148 149 150 151 152 153 154 155 1 
157 158 159 160 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 208 209 210 211 212 2 
214 215 216 217 218 219 220 221 222 223 224 225 2 
227 228 229 230 231 232 233 234 235 236 237 238 2 
240 241 242 243 244 245 246 247 248 249 250 251 2 
253 254 255 256 257 258 259 260 261 262 263 264 2 
266 267 268 269 270 271 272 273 274 275 276 277 2 
279 280 281 282 283 284 285 286 287 288 289 290 2 











Name Te Ae See 
Company __ eh sl 
Address ied * 
RE State 





Dealer ___ Wholesaler 



















Fold Out for 


New, Free 


Unsolicited letters from fF » 
dealers in every State in FP) whenever we. cal 


iry Card & 
Ad ne F ‘ 
e : ° *,° f we “Seek 25.0 
[ il q Uu l | bd a the Union are positive - felow eut.out by a company who is sharing Ry 3 a 


proof of the wide prefer- » George P. Fravel, Fraver’ 
ence for Warp’s top qual- _ —_—" 
ity line of plastic window 


Here’s the handiest card yet — , : 
, materials. lh Were 
; President 


$s Economy Store, Portage, Wis. 


“We buy Warp's and only Warp’s. We feel they h 
* . a 
quality we can boast about and need make no apologies.” 
@ no turning back to find the card as Mrs. C. D. Sellers, Sellers Hardware, Des Moines, lowa 
you turn the pages. It’s always in 


front of you. enn a, 
Le “A retailer who knows Warp’s is best!” 
; ' John P. Davenport, High Falls Hardware Co 
“We sincerely appreciate the friendly, co- a ; ” 
operative, “te interest attitude you have Bos Wigh Falls, New York 
always maintained in your dealer relation- , 
: Y : ’ ship. A sincere Thank You.” 
@ just one inquiry brings you the L. P. Jeffords, Jeffords Hardware Co., 


@ covers both editorial and ads. 


cts many years 





We have sold your produ 


latest facts from all manufacturers Fort Atkinson, Wis. » and are pleased with their fine quality and 
sini ca | — FIRST WITH USERS ice wentwath, Wetwort Had 
° H f . ’ ; 
“we hae, sad your wind, ea ine | FIRST WITH DEALERS Harms Co., Ine., Ayer, Mass 
years, an . ; 
Nyy j 
Se ae Senge! ee uae Nigga oie ie J tien Postema Brothers, New Era, yi @3 1924 


Michigan 


pay : oo In Rolls and Plastic Kits 























36” x 72” Plastic . 
Sheet 18’ Fibre Mold- ‘ 

ing. One full size 2 Sheets Plastic—72" x 
Storm Window, packed 36”. 36 Feet Fibre Mold- 
in each colorful box. ing. 2 Packages of Nails. 
36 in a Dispensing Packaged in snappy 3 col- 
Display Carton. or plastic envelope. 
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< Ft NATIONALLY Complete Kits filly Fane 
a ¥ RGM TITE © ADVERTISED | for Doors storm poor = (yd 
a ~ , PRICES & Windows aac 4 
< Fs Ss age Subject to change rot en 
Mit Bg MARK | en IE) see 
e . ; 
a zz ee 2 —  & 5 7* X 3 Heavy Duty Trans- 
wetoi* @o . prrenolsing. and. Package 
eovis wi © X of Nails. Packed 24 - 
“a= > ; Attractive Counter Mer- 
4 &= F 4 O pe chandiser. 
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WARP BROS. worse: torsos ratece ct top Ovaity Plosnc Window Morevots CHICAGO 51, ILL. 


